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....Meters that stop when 


Here’s air gets into the line 


For high speed fuel oil deliveries (up to 120 

Your Answer GPM) Brodie has developed high velocity 

BiRotor tank truck metering that makes pos- 

sible accurate measurement at high flow rates. 

-to Fast, Accurate This is accomplished through the combination 

of: (1) New Brodie Air Control System; 

(2) Brodie balanced, free opening outlet valve; 

(3) in conjunction with full capacity Brodie 

‘th BiRotor Meters. They said it couldn’t be done 
-wit —but Brodie did it. 


Fuel Deliveries 
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€ Brodie Air Control 


prevents the en- 
trance of air into meter at high 
rates of flow with no restriction 
under normal operating condi- 
tions. Does not depend on liquid 
level in air eliminator. 


Brodie Differential 

Check Valve closes 
tight when air enters system. It 
has far less restriction than a 
spring loaded back pressure 
check valve. 


Get in touch with your Brodie Metering Specialist who can help you with your metering problems, or send for Bulletin 670, today. 


RALPH N. BRODIE COMPANY 
San Leandro, California, U.S.A.* CABLE ADDRESS: ‘“‘BRODICO"’ 


SEND ME COMPLETE DETAILS & PRICES 

.. on the Brodie Air Control System, and Differential Check 
Valve used with Brodie BiRotor Meters. 
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EVERY WEEK 
MILLIONS OF 
DRIVE-MORE 
MESSAGES 
REACH HOME 


... to help you sell more 


service station products 


175 top daily and Sunday newspapers; 
500 small dailies and county seat weeklies; 
350 top women radio commentators. . . 


All get Ethyl’s weekly and monthly mailings of auto- 
mobile trip ideas, completely written travel articles, 
Magic Circle cartoon maps and radio scripts. 

And they use them to remind their audiences of the 
pleasures of driving and to suggest interesting and fun- 
filled places to go on holidays, weekends and vacations. 
It’s Ethyl’s Magic Circle Travel Clinic in action—get- 
ting drive-more messages into the home, via the family 
newspaper and mother’s favorite radio program. 

Our purpose: To support the industry’s market ex- 
pansion efforts by persuading motorists to drive more 
for pleasure . . . to buy more of your gasoline, motor 
oil and other service station products. 


ANTIKNOCK 


ETHYL CORPORATION, 


AY __erwyi__ NEW YORK 17, N.Y. © TULSA * CHICAGO e LOS ANGELES 
CORPORATION 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL USA (EXPORT) NEW YORK 17 
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FREE CATALOG F-32-p 


24 pages of specifications, 
illustrations and application 
data. Complete information 
about 19 models of OPW 
Loading Assemblies for 
filling and emptying tank 
cars and tank trucks. 





‘gn 


COUNTER - BALANCED 


- OPW LOADING ASSEMBL 


Fasten, Safer, More 
Convenient Bulle 
Liquids. Loading and 
Unloading of Tank 





ee 


Handlers and transporters of bulk liquids, alert 
to reducing tank car and tank truck filling and 
emptying time without jeopardizing safety 
standards and contaminating product, are fast 
converting to compact, convenient, economical 
full flow OPW Loading Assemblies. 


Investigate today how you, too, can realize sav- 
ings in time, effort and operational costs. Write 
on your letterhead for Free Catalog F-32-R. 


OPW CORPORATION 
2735 Colerain Ave., Cincinnati 25, Ohio, KI 1-5400 
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The Payman is coming... 


Again this year the Mobil **Payman” is driving 
into Mobil stations from coast to coast 
rewarding specially good service with tens of 
thousands of special prizes! 

A special prize when the Mobil attendant 
gives Friendly Five-Step Driveway Service! 

A Jackpot prize when he gives Five-Step 
Service and solicits an oil change! 
PLUS . . . extra Grand Prizes! Chances in 
Sweepstake drawings for dealers whose em- 
ployees or themselves win a Jackpot prize and 


who have a perfect Appearance Check score! 
PLUS . . . a special Sweepstake drawing! For 
dealers with perfect scores on driveway sales, 
service and appearance. The National Grand 
Prize—1961 Ford Thunderbird! 

The Payman Program is one of the many ways 
Mobil helps Mobil Dealers stay up on their 
dollar-making toes! It’s one of the many Mobil 
incentive programs that keep Mobil dealers out 
front with bigger profits! Have you thought of 
being a Mobil Distributor or Dealer? 


provel. 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc., 150 East 42nd Street, New York 17, N.Y. 
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Behind Our Headlines 





For Oil-Heat Marketers 

A S AN ADDITIONAL Offering for marketers interested 
in heating oil, NPN has an extra-big fuel-oil 

section this month. It begins on page 126. 

The reason? We find there is increasing interest in 
this subject among our readers, and they have been ask- 
ing for more information. So, from time to time, we 
make a point of presenting a bigger volume of informa- 
tion than usual. 

We have always published a solid section of informa- 
tion for heating-oil marketers, though at times the space 
has been limited. This rising interest coincides with the 
growing concern among marketers over the future of 
the heating-oil industry. 

Heating-oil men are finding a lot of things of interest 
outside the fuel-oil section. Among these areas of in- 
terest are: merchandising, equipment, transportation, 
ahead of the news, letters, some money-making ideas, 
personals, and the general section (which starts on page 
119 in this issue). 

Please note the special index for fuel-oil men in the 
fuel-oil section (page 141). This is a regular fixture 
to help you locate other information of interest 


Estate Planning 


cy OF OUR MOST popular features so far this year 
is the report on estate planning, by Philip Bregy, 
a recognized authority, published in May. 

Because of the keen interest in this, we have made 
reprints, available in any quantity from a single copy 
up. These are being handled by the NPN Reader Serv- 
ice Department. 


And the Factbook 


ES, WE DID print extra copies of the sixth annual 
NPN FactBook this year. The FACTBOOK, which 
came out in mid-May, features the most extensive Mar- 
keting ““Who’s Who” we have ever been able to compile. 
They, too, can be obtained by writing the NPN 
Reader Service Department. 


Big ‘Beat’ for NPN 


VERY REPORTER is proud of a “beat,” popularly 

known as a “scoop.” When you publish hot news 

ahead of everyone else, you've got the kind of alert 
journalism that marks a sharp publication. 

Monthly magazines aren’t noted for scoring many 
beats. (On newspapers, beats are a matter of hours, 
even minutes.) But NPN is. One of its biggest was 
our recent report of Humble Oil’s choice of a new brand 
name, Enco (NPN—May, p75). Elapsed time between 
our publication and Humble’s public announcement: 
40 days. Who else had it before the announcement? 
Nobody. 

For more on the new brand, see page 119. 


(i 
RamRretha, Editor 
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VANGUARD 


In the tense moments 
before blast-off, when the 
“bird” is being fueled, 

a Neptune Meter is at work. 


As liquid fills the missile’s tanks, the meter 
smoothly ticks off every pound. If required, it 
can shut off the flow at the exact preselected 
quantity; it can even turn off the pump 

and light a “ready” lamp. 


For fueling-up and other purposes, four 
missiles Atlas, Snark, Titan, and 
Vanguard . . . count on Neptune meters for 
ground support. Simplicity, accuracy, and 


proved reliability are the reasons. 





The basic meter is exactly the same as 

those you use on your trucks and bulk plants. 
These same meters are widely used for 
metering jet fuels. Because Neptune 

engineers have been working on ideas for 

your future, we were able to help solve 

special metering problems, such as temperature 
compensation, required for missiles. 

Past, present, and future, Neptune 


is the meter .. . and the meter company... 
you can rely on. 


NEPTUNE METER COMPANY 

L/QUID METER DIVISION 

47-25 34th St., Long Island City 1, N. Y. 

Branches and Jobbers in All Principal Cities 
In Canada: Neptune Meters Ltd., Toronto,SOntario 








NINE FULLY EQUIPPED J&L CONTAINER DIVISION PLANTS OFFER YOU: 


"10 -THE- 


MINUTE” 


delivery to every petroleum packaging 
plant in the country! 


“To-the-minute” delivery of dependable J&L drums 
and pails for petroleum products is possible because 
of the strategic location of these nine completely 
equipped J&L container plants. 

Proof? Seven of these nine Jones & Laughlin plants 
are located in the four major consumption areas for 
lubricating and grease products. 


Every year, more of the major petroleum producers 
are turning to J&L for “to-the-minute” delivery of 
controlled quality containers. 

Call your nearby Jones & Laughlin Container Di- 
vision representative for your next order. Or write to 
the J&L Container Division for the location of your 
nearest source of supply. 


Jones & Laughlin Steel Corporation 


STEEL 


CONTAINER DIVISION 


3 Gateway Center, Pittsburgh 30, Pennsylvania 


ATLANTA 1, GEORGIA 


1280 Chattahoochee Avenue, N.W. 


P.O. Box 1452—SY 4-8251 FA 1-1212 


BAYONNE, NEW JERSEY 


Constable Hook Road 
P.O. Box 107—HE 6-9100 
CLEVELAND 5, OHIO 


8806 Crane Avenue 
MI 1-2000 


EX 4-4091 


BY TRUCK -—wrten truck delivery is most convenient, 
“‘to-the-minute”’ service by truck line is assured. 


KANSAS CITY 15, KANSAS 


Funston and Chrysler Roads 


LANCASTER, PENNSYLVANIA 


Manheim Pike and Steel Way 


NEW ORLEANS 21, LOUISIANA 


P. O. Box 10056, Jefferson Branch 
5008 Jefferson Highway—VE 3-6352 


PHILADELPHIA 37, PENNSYLVANIA 
3711 Sepviva Street 
JE 5-3100 


PORT ARTHUR, TEXAS 
Sabine Highway, P.O. Box 31 
YU 5-5567-68 

TOLEDO 1, OHIO 


City Park and Hamilton Street 
CH 1-6241 


BY RAIL—Jar plants are located near major rail centers 
for fast, dependable delivery to your operations. 





Letters 


‘One-roof’ reaction: About the need for a 
strong staff... leaders . . . fuel-oil dealer 
participation ... how the West Coast feels 


To THE EDITOR: 


There are two things I might com- 
ment on [regarding the editorial “One 
Roof in Trouble?” June page 107}. 
Wouldn't the president be elected 
each year the same as in any other 
organization? As such, “retired” men 
would be out. While the first presi- 
dent, true, is of life-and-death impor- 
tance, the editorial makes him sound 
like a permanent employe. 

I would like to see emphasis on a 
strong staff of proficient men in each 
field of action led by a paid industry 
leader as executive secretary. Our 
needs go far beyond a one-man or- 
ganization. Our big problem in OHI 
has always been that we couldn't get 
the sights raised enough to get the 
staff needed to do the job. 

WILLIAM E. ALLMAN 
Dalton Oil Co. 
Gary, Ind 


>The oil-heat industry should take a 
page from the book of such national 
organizations as the Home Builders 
Assn., American Gas Assn., National 
Dry Cleaners Assn., and many more 
outstanding national associations, all 
of which are tied together on a pro- 
fessional basis through the American 
Society of Assn. Executives. 

The oil-heat industry is behind the 
times in the organizational structure 
from the national level right down to 
the state level. It has had the mis- 
fortune of growing like “Topsy,” and 
since it was not financially strong the 
regional and local organizations were 
established only as there was the will- 
ingness for them to do so on a fran- 
chise basis. 

Fortunately, we are able to recog- 
nize our trade association problem. 
We are willing to work for the neces- 
sary changes that will ultimately re- 
sult in a unified association at the na- 
tional level in a direct tie-in through 
the regional and local organizations. 

I should like to go out on a limb 
and submit the name of a man who 
could do the job because he has all 
the qualifications outlined in your 
article. He has the ability, he could 
have the time, and would consider it 
quite a challenge to his administrative 
ability. | am thinking of Edward P. 
Hacker, president of Ballard Oil and 
Equipment Co. in Portland, Me. 

He is one of the founding fathers 
of OHI of New England and served 


as its president, and was founding 

father and president of our associa- 

tion. He has been a recipient of OHI's 
(gniter’s Award. 

DONALD H. MCGOVERN 

Executive Secretary 

Maine Oil & Heating 

Equipment Dealers Assn. 

Portland, Me. 


>There is no question in my mind 
but what you are absolutely correct, 
in the sense that this whole program 
depends upon the selection of the 
proper individual to head the move- 
ment. 

[ have been giving considerable 
thought with regard to this individual 
who will meet all of the requirements 
set forth in your article, and who has 
the necessary qualifications and force 
to bring this most desired movement 
to successful fruition. 

1 desire to offer for consideration 
for this post Mr. Otis H. Ellis, now 
general counsel of the National Oil 
Jobbers Council. In my opinion, he 
has all of the attributes which you 
deem necessary. Furthermore, he has 
been long connected with the oil trade 
through the National Oil Jobbers 
Council and is highly regarded. He is 
also a lawyer. 

J. HOLLis B. ALBERT 
Operators Heat Inc. 
Baltimore, Md. 


>You have done a good job of wrap- 
ping the industry’s problems up into 
a nice neat little package and deliver- 
ing them to the door of the industry's 
leaders. 

And if they can read beween the 
lines they will hear the resounding 
ticking of a time bomb set to go off 
while some of them sit in their ivory 
towers awaiting a “clarification of 
position.” 

The simplicity of what you have 
written points up the tragic fact that 
these leaders can so easily blunder 
into a bad solution by employing the 
wrong man and concluding a “con- 
venient” merger, and we'll be so 
much better off that most of us will 
applaud the error. And what is worse, 
most of us will never realize that with 
a little foresight we could have 
achieved true greatness as an industry. 

Perhaps this is the time for some 
unbiased and uncommitted source to 
call a conference of the “table pound- 
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EVER-TITE 


your best buy 


for high 
pressure 
deliveries 


Dash-pot feature assures 
better control under extreme 
pressures —less shock 
after delivery 

. 
Seals of dual poppets are 
gasoline and oil resistant 

* 
Vacuum breaker feature 


available 
8 


Aluminum body, bronze parts 


a 
Rigid or flexible tubes 

7 
All parts are completely 
interchangeable with parts 
of other ‘‘210” nozzles 
on the market 


* 
Order now from your Ever-Tite 
distributor, or write for details 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N.Y. 





THE VERSATILE 


BRODIE 


S E R E S| 


500 


CONTROL VALVES 


for many uses 


Remote Control 
Pressure Regulation 
Differential Pressure 
Rate of Flow 

Pressure Relief 

Multiple Pilot Operation 
Non-Surge Check Valve 


Available in sizes 2 in. to 12 in., 
up to 600 psi, and 150° F. 


SEND FOR FULL DETAILS, TODAY 





Operates on balanced pressure principle 


Connections for external pilot 
or pilots 


Needle Valve 














RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “*BRODICO" 


Letters 


ers” of this industry. Not with the 
idea of criticizing, not in an attitude 
of rabble rousing, but more to let th 
leaders draw some strength from the 
industry they are leading. 

Names immediately begin to pop 
into mind. 
and Baltimore and New York and 
Hartford and Boston and Wisconsin 
and the great Northwest, about 20 in 
all. 

By spelling out the description of 
the leadership necessary to achieve 
the destiny of this industry, you have 
eliminated the easy road of compro- 
mise. And compromise has a great al- 
lure right now. 

rhe only substitute for compromise 
is aggressive leadership, and aggres- 
sive leadership comes only from self 
confidence. Perhaps someone should 
refresh leaders’ memories about the 
really dynamic personality of the in- 
dustry they are sincerely committed 
to lead. 

Unfortunately no framework exists 
for calling together such a one-time 
gathering. 

Even ivory towers have to be built 
on firm foundation. The second eche- 
lon of command in this industry is 
going to be called upon to be that 
foundation. It is a small but vigorous 
group of dedicated men. It should 
have a voice. 

Someone should give it to them. 

Name withheld on request 


P Your editorial “One Roof In Trou- 
ble” is long overdue! Had NPN and 
the oil-heat press kept the spotlight 
on the real issues in the snail pace to 
unity, we might have it now. 

Recent press releases, speeches, and 
magazine articles aimed at the dealer 
have carried only one message, i.e., 
“everyone” now recognizes the lack 
of attention accorded oil-heat prob- 
lems, and there is now feverish ac- 
tivity in high places to make up for 
lost time. 

Dealers in the 53 organized mar- 
kets are probably still expected to 
bear responsibility for initiating 
and maintaining oil-heat promotion 
through funds raised by self-assess- 
ment. If so, they have a vital interest 
in any merger. Yet they have never 
been invited to participate. Ironically, 
they have been almost completely 
shut off from factual details on pro- 
gress to unity. 

If different segments are bent on 
rigging or sabotaging the unity plan 
for selfish reasons, they are aided by 
a very conducive atmosphere—divi- 
sion and confusion flourish in the 
dark. It’s also possible subversion is 
not the cause of delay, but rather 


Names from Long Island! 


some faulty merger machinery. At 
any rate, most problems would vanish 
if the door were left open with the 
light on. 

If selection of one segment’s choice 
over another for the top spot is going 
‘to cause hard feelings or dilficult 
‘working relationships in the new 
organization, some seasoned and 
aggressive administrator from outside 
the industry could be chosen for the 
organizational period. Present indus- 
try favorites would then have some 
incentive beyond the challenge of 
their first echelon operating posts, and 
the new organization would have a 
chance to assess the special talents 
they show in the team effort. 

ROBERT LYNCH JR. 
Secretary 

Oil Heat Assn. 
Hartford, Conn. 


m1 believe the “one-roof” program js 
the only answer, that it will save a 
lot of useless work by many of us if 
it is put in one program. 

I believe that after this is all over, 
the ones who have been dragging 
their feet, with the possible exception 
of any staff personnel of the organiza- 
tions affected, will thank those who 
have really worked at putting this 
program together. 

I believe that part of our problem 
stems from this group of people plus 
those on the West Coast. There is 
also another group of well-meaning 
executives who are just not sure of 
what is going to happen, so they are 
dragging their feet. But all in all, i 
think it just must go through for the 
good of the industry. 

Francis J. SCHUSTER 
Executive Vice President 
Troy Oil Co. Inc. 
Indianapolis, Ind. 


> Misinformed people to the contrary, 
our groups on the West Coast have 
never been opposed to a_ one-root 
concept, but we were opposed to en- 
tering into such a plan hastily with- 
out recognizing significant differences 
which do occur in this country. 

We were also greatly disturbed that 
the apparent proposed organization 
chart placed the handling of all fi- 
nancing in the hands of the National 
Fuel Oil Council, whereas we have 
financed plans here in the West for 
industry promotion at levels far in 
excess of what is currently being pro- 
vided in the East. 

We don’t feel that the one-world 
concept is in trouble if sufficient in- 
telligent thought is given to resolving 
amicably some geographical differ- 
ences presently in effect. The delay 
which has ensued has probably been 
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GOODFYEAR, 
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to fueling ‘summer sailorsafloat... 


® SSS fe Gee Poe 


You’ll find Goodyear hose all along the line—doing its job in every oil- 
marketing operation from the well to the tanker and right to the consumer 
on land or sea. 


The reason is simple: there’s just no substitute for hose designed to with- 
stand the treatment it gets in these toughest of hose jobs. 


Goodyear hose has been proving its fitness for these jobs over 30 years 
now. Users know from experience that Goodyear hose is designed and 
compounded to take more punishment —fight off oil attack longer. Result: 
longer life in the most grueling service. 


Can you afford, then, to gamble with the “‘second-best” hose in your opera- 
tion? If you can’t—contact your Goodyear Distributor—or write Goodyear, 
Industrial Products Division, Akron 16, Ohio. 


Lots of good things come from 


w 


OlL SUCTION AND 
DISCHARGE HOSE 


STYLE WWH TANK 
TRUCK AND CAR 
FILLER HOSE 


MARINE REFUELING 
HOSE 


GOODFYEAR 


THE GREATEST NAME IN RUBBER 
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Letters 


due to too little consideration of these 
problems and too much promotion of 
an idea. 

We are in accord with you that 
the person who operates this organi- 
zation certainly should have the quali- 
fications you note, but if we examine 
them carefully they would appear to 
rule out any retired or approaching- 
retirement people from the supplier 
end of the business because it would 
be questionable whether they would 
have sufficient vigor to pursue actively 
the job of organizing and promoting 
the one unit group. 

There is a question in my mind as 
to whether any current oil man, 
speaking of them as the supplier 
group, could be considered because 
of the natural jealousies which tend 
to exist among companies. There 
might be the feeling that this person 
would normally favor the company 
he has been in association with for 
many years. 

ROBERT G. ELMSLIiE 

Managing Director 

Oil Heat Institute of Washington 
Seattle, Wash. 


On Rathbone’s Speech 


> Mr. Rathbone’s speech on “profit- 
ability” before the marketing division 
of the API came to me as a surprise, 
knowing the “Esso marketing policy” 
so well. 

Since I happen to be the president 
of SIGMA, I feel it is my duty to 
add my humble opinion on the “prof- 
itability” in the market place. My of- 
fice requires me to move in every 
direction that is constructive for the 
industry as a whole. 

SIGMA’s purpose has been stated 
often. Oversimplified, it stands for 
education and understanding leading 
to a healthy “profitability.” 

The day the marketing segment of 
the oil industry ceased to make a rea- 
sonable profit stems from the day 
Mr. Rathbone made his speech two 
years ago emphasizing the impor- 
tance of the independent marketer. 
He went so far as to say the inde- 
pendent in some places enjoyed 50% 
of the market. From that day, it 
seems to me most everybody wanted 
to become an independent operator. 

When the president of the largest 
oil company in the world inadvert- 
ently exaggerated the importance of 
the poorest element in the marketing 
segment of the oil industry, he set off 
an avalanche that had to lead to 
chaos and lack of “profitability.” In 
fact, the “salesman” rather than the 
“statesman” Mr. Rathbone referred 
to began to establish company policy. 

Here are some of the policies these 
12 


“salesmen” engineered, which may 
have been inspired by Mr. Rathbone’s 
first speech: 

e Some majors showed a desire 
to meet the price set by the inde- 
dent. 

e Some majors accelerated their 
marketing on two levels—giving little 
thought that their competition would 
do likewise and if successful would 
defeat their own major brand. 

e At least two major companies 
to my knowledge, started their own 
independent brand. 

e Discounts became more 
alent by jobbers and dealers. 

e One independent marketer 
started his own secondary — brand, 
which of necessity will have a ten- 
dency to spread. 

e One major company converted 
a flock of their stations in one area 
to its independent brand. 

e The tendency of the 
man” to encourage his dealer to cut 
the price was on the upgrade. 

e Major gasoline in a depressed 
area found its way into major sta- 
tions in another area with a normal 
price. 

e Large semimajors continued to 
expand at a greater speed and at the 
same price level as the independent. 

Stock analysts recognized some 
time ago the oil industry lacked 
“statesmen,” and advised their clients 
to dispose of oil stocks as a bad in- 
vestment for some time to come. 

The alibi to the effect that the 
trouble with the oil industry is over- 
supply is not quite wholly correct 
The oil companies derive the greatest 
percentage of their profits from 
crude. The oversupply of crude has 
not affected the price of domestic 
crude because this phase of the oil 
industry is in the hands of the states- 
men. Until the marketing segment is 
again ruled by “statesmen,” we may 
reasonably expect the situation to get 
worse. Here is an excellent later ex- 
ample to prove my point. When I re- 
turned from Cleveland I was shown a 
major company full-page advertise- 
ment offering one case (24 bottles) 
king-size Coca Cola with the purchase 
of eight gallons gasoline, plus stamps, 
plus a punch-card for more stamps. 
As near as I can figure the gasoline 
taxes could not be recovered. Here, 
again, we have a new precedent being 
established. 

How then, may I ask, can “profit- 
ability” be achieved? With due apolo- 
gies to the industry leaders I offer the 
following solution: 

FIRST. Choose a 
head marketing. 

SECOND. Establish 


pre V- 


“sales- 


Statesman to 


sound _ busi- 


ness policies. Let marketing stand on 
its own feet and not depend on the 
tax advantage derived from crude. 

THIRD. Get rid of practices that 
are silly to say the least, such as: 

a) Subsidies which create the in- 
centive for the dealer to cut the price 
(suggest their reduction, not elimina- 
tion). 

b) Lack of confidence in your 
brand, advertising, and merchandis- 
ing. 

c) The setting up of jobbers with 
two brands. 

d) Immaturity that finds it neces- 
sary to meet the depressed price of a 
peanut operator (anyway, when you 
finish with him there will be another 
one along). 

e) The creation of a destructive 
idea which establishes a precedent 
and can set off a chain reaction. 

Pott L. SITteEMAN 
President 

Site Oil Co. 
Clayton, Mo 


° P 
Gasoline Bootlegging 

>We have read with interest your re 
cent article with regard to bootleg- 
ging gasoline in price-war areas (May 
page 87). As a responsible supplier of 
independents in North Carolina, as 
well as other areas which have ex- 
perienced these conditions, we en- 
dorse heartily any effort to curb these 
practices. 

Certainly, the tendency to inake 
available unlimited gallonage under 
price war conditions will perpetuate 
that condition in that particular area, 
as well as encourage outbreaks in ad- 
jacent areas. If all suppliers were to 
enforce rigid gallonage controls such 
as described in your article, these 
practices could certainly be restricted 

if not corrected completely. Inci- 
dentally, our company has maintained 
such restrictions since we commenced 
marketing in this area several years 
ago. 

We, as well as most of our custo 
mers, advocate suspension of all tem- 
porary allowances as a means of 
preventing bootlegging at its origin. 
Practically speaking, however, there 
would need be a genuine willingness 
amongst suppliers in the area to curb 
these abuses in this fashion in order 
to allow it to have any chance of 
success. One or two small suppliers 
can do little; there must be unanim- 
ity of belief that this is the eventual 
answer, which, to our way of think- 
ing, is clearly evident. 

R. L. BERRY 
General Sales Manager 
Delhi-Taylor Oil Corp. 
Dallas, Tex. 
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ba Wew tuucke or Old - 


LAST 
3 to 10 TIMES 
LONGER 


Through billions of miles of heavy-duty 
service, Eaton Inductalloy Axle Shafts have 
proved their ability to deliver superior 
performance. Freedom from break-down— 
more time on the road, less time in the 
shop—plus thousands of trouble-free miles 
added to axle life, mean lower over-all 


operating cost. 
PNDUCTALLOY 
Eaton’s exclusive method of dual hardening truck axle SHAFT 


shafts produces an extremely hard case extending deep 

into the material structure, and enables Inductalloy Axle 

Shafts to handle more work and abuse without fatigue 

failure. 

Eaton Inductalloy Axle Shafts are available not only in ORDINARY 
new axle equipment, but also as replacements for earlier Pretend 
models. Ask your truck dealer for complete information. 








AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


July, 1960 * NATIONAL PETROLEUM NEWS 13 





SYSTEMS MEN WILL BE 
INTERESTED IN THIS: 


The 390 is the only electronic 
system today that provides all 
four of the following flexible 
methods of input and output: 


1 MAGNETIC TAPE 
LEDGER RECORDS 


2 PUNCHED 
PAPER TAPE 


BB | 3 PUNCHED CARDS 


4 VERSATILE 


CONSOLE FACILITIES 


Investigate This Pathway to Increase Savings... 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


...a Compact, multi-duty 
Electronic Data Processing System 





...a complete E.D.P. system priced at $75,000 
—leased at $1,850 per month 


3S90...an “Electronic Statistician” . . 
mountains of paperwork—efficiently and economically. 
390...an “Electronic Accountant”... 
plete records that can be read by people and machines. 


3S90...an “Electronic Mathematician”... 


all types of business arithmetic and formula computations— at 


. electronically analyzes 
electronically maintains com 
electronically performs 


speeds measured in 1/1000 of a second. 
.an “Electronic Filing System” . 

and files data without the need for human decisions. Millions of 
digits can be stored on magnetic-tape ledger records, punched 


. electronically classifies 


paper tape, and punched cards. 


.an “Electronic Reporter”... 


of business data and provides complete, timely reports. 


electronically digests volumes 


* TRADEMARK REG. U.S. PAT. OFF. 


op 


ELECTRONIC DATA PROCESSING 
ADDING MACHINES.» CASH REGISTERS 


hacked by 76 Years of System Service Experience 


ACCOUNTING MACHINES+NCR PAPER 


1039 OFFICES IN 121 COUNTRIES @ 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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Money-Making Ideas pl 


Toll tokens instead 
of trading stamps... 
lube sticker display 


DEALERS at Regal service stations 
located on approaches to the Inter- 
state Bridge in Portland, Ore., are 
dispensing toll tokens instead of trad- 
ing stamps. The customer gets a 15¢ 
token with every 7'2 gal. of gasoline. 


> 


HERE ARE a few summer hints from 
Esso: Set up a display of picnic equip- 
ment to spur diversification — sales, 
offer to fill customers thermos bottles 
with ice water, supply motorists with 
maps marking the best local picnick- 
ing areas. 


GY 


ANOTHER IDEA from Esso is a 
bulletin-board full of old lube stickers. 
The display is made up of stickers 
off the cars of customers who have 
switched to Esso from another brand. 


Theme is: “Ge > ‘ re ” Model 789 Fleetmaster Pump Mode! 98 Tireflator Model 248 AWC Islander Model 760 Highboy 
Theme is: “Get on the Bandwagon. with Tichat Printer with Cash Box 

rig 

a 


TO MAKE SURE dealers are giving 
good island service, are making use 
of displays, and are keeping restrooms 
clean, a jobber has each of his 22 
stations checked once a month by 
Dale System operatives (private detec- 
tives). Cost is $6 per month per sta- 
tion. 


> 


THE AWARD-WINNING safety pro- 
gram of jobber Leroy Schneider of 
Salem, Va., is a strong community- 
relations builder. Schneider had 
posters made up with photos of city 
school children. They read “Wanted | Each of these Bennett products is built to be the 
alive, aged 7 .. . .” Supplement- ‘ : : 

ing this is a series of radio broadcasts finest of its type. For superior performance and 


, 4 7.) shi > ‘ ay ¢ ; . . . . 
of 200 school children. Sample radio maintenance economy, Bennett equipment is the oil 
spot: “Dear motorist, I am — and : 


I am now leaving school. Please look marketers’ Standard for Comparison. 
out for me.” 


Mode! 506 Barrel Pump Mode! 32 Hose Reel Model 100 BMF 
Grease Dispenser 


th 
D 


A HUMBLE service-station dealer in 


JOHN WOOD COMPANY 


San Antonio gives away a can of BENNETT PUMP DIVISION - MUSKEGON, MICHIGAN <<“ 
sauerkraut with each Volkswagen IN CANADA: JOHN WOOD COMPANY LTD. fs 


tuneup, a jar of french dressing for 
similar work on a French car, and a 
can of spaghetti for work on Italian 
cars. It is a strong publicity gimmick. 


Toronto * Montreal +» Winnipeg + Vancouver 
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"Fires BS stterics BAccessories 


Are your tire sales dragging—or ahead like ‘‘U. $:’? 
Are battery and accessory sales down—or up like ‘‘U. S:’? 
Take your TBA where you want it to go—ahead with U. S. ROYAL 


THE U.S. ROYAL TBA program is your kind 
of TBA program. It can help you add worth- 
while new volume at a worthwhile profit. It 
makes sense. 

Sensible inventory and pricing, for example. 


In the three lines of batteries, a single price for 


12 volts, a single price for 6. Long shelf life. 


Hose, battery cables and fan belts all individu- 
ally boxed. Sensible balance, too: complete yet 
simplified line of accessories to increase your 


business. 
Put your TBA ahead. It’s easy. You’ll find... 


Great things are happening for you at U.S. Royal! 


U.S. ROYAL TIRES 
United States Rubber 
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PLANNED FOR PROFIT. Stations 
that include a Tokheim Submerged System 

are ‘Planned for Profit.’’ No single move is more 
Many exeyatcla) au iam elr-lalaliale mam Uidalelelelammeytal-1g 
submerged pumping systems are available, none 
is an adequate substitute for Tokheim. 














TexrETm 


SUBMERGED 
PUMPING 
SYSTEMS 











Exce//ence in Performance 
Marks the Tokheim 


Tokheim was the first to build submerged 

pumps for service stations—starting in 1948. 

The Tokheim Central Service System 

incorporates features of design which are unique 
and exclusive, and which give the system a 
performance level far above ordinary submerged 
systems. Among these are hydraulic control, 

the extractable manifold, the extractable pump and 
motor assembly. We invite your investigation. 


4 SUBMERGED PUMPS 

OFFERED. Tokheim submerged pumps 

are available in four sizes: Series 70-E (4 h.p., 

30 g.p.m.) Series 72-E (4% h.p., 40 g.p.m.) Series 

55-E (% h.p., 60 g.p.m.) and Series 60-E and 60- 
ES heavy-duty pumps (3% h.p., 200 g.p.m.). A 
} full line of submerged pumps for any need. 











HEART 
OF THE SYSTEM 
—HYDRAULIC 
CONTROL 








SYMBOL OF EXCELLENCE 


eq 
) 





Exclusively Tokheim, this Hydraulic Con- 

trol Valve, with pilot valve above, provides mee) .@.) 31), Mm el0)-4-10)-5-Welel, | 
smooth nozzle action, equalizes pressure, ——Fort Wayne, Indiana 
controls expansion, assures full flow, 


OKHEIM 


SUBMERGED 
PUMPING SYSTEMS 





finger-tip starting—does all automatically. 








The East 


Gulf plans Manhattan 
marina .. . Tidewater Oil 
enters West Virginia 


GULF OIL Corp. will pay New York 
City $50,000 a year for the next 20 
years, plus a percentage of construc- 
tion costs, to op- 
erate a combined 
marina, seaplane 
base, and parking 
garage the city is 
building in the 
East River, off 
23rd Street (see 
picture). 

Work on_ the 
three-story build- 
ing, said to cost 
about $1.3-mil- 
lion, is expected 
to begin shortly. The target date for 
completion is spring of 1961. 

Then Gulf will sell its products to 
pleasure craft, maintain docking facili- 
ties for about 50 boats, service priv- 
ately owned seaplanes and seaplanes 
used in taxi service, and provide stor- 
age and parking space for 500 cars. 

Gulf has also agreed to relocate and 
modernize its existing waterfront ser- 
vice station in the same area at a cost 
of $105,000. Among the planned im- 
provements: parking space for 400 
cars. 


By 
Cornelius Brodersen 


> Tidewater Oil Co. now has jobber 
representation that allows it to market 
in West Virginia for the first time 
Tidewater named Ralph E. Jones of 
Hancock, Md., a former Amoco job- 
ber, to handle its products in five 
counties in the northeast part of the 
state. In addition, Jones will market in 
three western counties of Maryland 
and Frederick County, Virginia. 

Jones now distributes through 17 
gasoline outlets, 4 commercial ac 
counts, 18 farm accounts, and nearly 
200 heating-oil accounts. 

Tidewater has picked up jobber re- 
presentation in Rhode Island. With a 
fleet of 18 trucks, General Oil Co.. 
Cranston, formerly a_ private-brand 
operation, now sells Tidewater prod- 
ucts at its eight-station chain in the 
Providence area and Flying A heating 
oil to a number of accounts. 


Most of the 13 service-station op- 
erators on a_ half-mile stretch of 
Columbia Turnpike, Renssalaer. 
N. Y., are getting interested in auto- 
repair work. 

They’re doing it to offset a drastic 
drop in gallonage that came about 


Regions 


Gulf Oil’s $1.3-million marina on New York City’s East River is set for completion 
next spring. It will serve seaplanes, 50 boats, and provide parking for 500 cars 


when the New York Thruway opened 
a Bershire spur about a year ago 
There have been other changes at the 
stations: Several have had three op- 
erators in the past year; two others 
are in the process of changing hands 
Veteran dealers are terming their 
stretch of highway a “graveyard.” 

Here’s what's been happening 
the past year: 

“We used to pump 22,000 gal. a 
month. Now we're down to 9,000,” 
says an Amoco dealer 

“Ll used to pump 100 cars a day: 
now | do 100 a week. We used to 
have 16 men working here; now we 
close on Sundays and we're down to 
three.” adds a Texaco operator 

A Shell truck-stop station that once 
pumped 230,000 gal. per month is 
now down to 90,000 gal. “We used to 
see a lot of customers 
from Massachusetts but not any 
more,” says the dealer 


credit-card 


Note to marketers: Its a good idea 
to remind drivers to double-check 
their hookups before they start un- 
loading product. In Farmingdale, L.1., 
a gasoline-truck driver pumped about 
135 gal. of gasoline into a 300-gal. 
oil tank by mistake before he realized 
what he did. The oil pipe was near a 
gasoline-tank fillpipe at a service sta- 
tion. 

The driver’s prompt action in shut- 
ting off the burner prevented serious 
trouble 


Rhode Island Refining Corp., pre- 
vented by the oil-import program from 
building a $38-million 40,000-b/d re- 
finery, has been denied permission to 
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build a tank farm in Tiverton, R. | 

The state’s Superior Court has re- 
fused to let the Paragon Oil Co. sub- 
sidiary build the tank farm. The court 
said the town council authorized the 
tanks to be built but only in connec- 
tion with the refinery. 


Thorton Oil Co., a discount service- 
station operation with offices in Cin- 
cinnati, is moving into two locations 
in the Buffalo market. One of the 
stations will be on the site of the old 
Columbia Theatre on Genesee St. The 
theatre and a building with a shoe 
store next door will be razed. A three 
story building at Broadway and Madi- 
son will also be razed for the other 
outlet. 


Licensed gasoline distributors in 
Massachusetts have a better grip on 
the 1% allowance they get for col- 
lecting state motor-fuel taxes. Gov. 
Foster Furcolo has signed a bill mak- 
ing the 1% allowance definite. For 
years the allowance was given at the 
discretion of the state tax commis- 
sioner, who could reduce it if he 
wanted to. Although he never did, 
jobbers feel more secure now. 


An appeal by Shell Oil Co. to ex- 
clude managers of its service stations 
in Connecticut from the minimum- 
wage law has been rejected by the 
State Supreme Court of Errors. 

Shell had maintained that three of 
its managers, cited specifically in the 
case, were compensated on a sales- 
commission basis and were administra- 
tive or executive personnel, and hence 
exempt the wage law. 
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Look .... No tanks! At Indiana Standard’s terminal in the Midwest, transports load direct from product pipeline 


The Midwest 





Now It's Tankless Terminals 


At a new pipeline terminal in Trenton, Mo., Indiana Standard does 
away with tanks, saving money through reduced investment, manpower. 
Three more terminals like it are on the way. Here's how it works 


STANDARD OIL (Indiana) puts more than 
363,000 bbl. of gasoline and distillates a year 
through its pipeline terminal in Trenton, Mo. None 
of the product sees the inside of a storage tank until 
it’s delivered to one of the 40-odd bulk plants in 
the area. 

Standard’s tankless terminal has been on stream 
nearly two years. The company plans similar in- 
stallations this year at St. Joseph, Mo., and at Con- 
stantine and Girard, both in Michigan. A pipeline 
terminal with some storage is planned for Cedar 
Rapids, Iowa. All points are on Standard’s own 
pipeline system. 

Tankless terminals save Standard a lot of money. 
Irenton’s facilities cost about $50,000, one-tenth 
the cost of a conventional terminal handling the 
same volume. A conventional terminal would have 
four tanks. A tankless terminal needs less land, 
lowering taxes. 

The loading rack can be smaller, too. Two load- 


ing arms handle four products: one gasoline, the 
other fuel oil. 

Investment in terminal building is small. The 
only office space is for one supervisor, who works 
40 hours a week. The terminal can be operated 
with a key when he’s not there. 

Manpower requirements are reduced. A conven- 
tional plant of Trenton’s size would require at least 
two operators. Some need as many as 40 employes. 

Net result: Standard’s Trenton plant has the 
lowest unit cost of operation of any of the com- 
pany’s other 34 terminals. 

But there are limits on the number of such ter- 
minals feasible. Putting them on a common-carriet 
line wouldn’t work well because product wanted 
would be passing the terminal about one tenth of the 
time. Too many tankless plants drawing product at 
the same time would reduce the pressure in the 
line, cutting flow. Tankless terminals pay out best 
in high-cost transportation areas. 
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Arriving at terminal to load, transport Learning that the product he wants is in the pipeline, the driver un- 
driver phones Chicago pipeline dispatcher locks a key-operated control to permit dispatcher to open valve 


When the key-operated control is unlocked, Chicago At rack, driver inserts ticket, loads Before leaving, driver 
dispatcher dials code number releasing the product transport. When loaded, valve closes checks load’s flash point 
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Regions 


Sun Oil Co. will start construction 
of a $3.6-million propane deasphalter 
unit at its Toledo, Ohio, refinery in 
August. The new unit is designed to 
reduce the volume of heavy fuel oil. 
The portion extracted by the propane 
will be used as catalytic cracking stock 
for manufacture into additional gaso- 
line, while the remainder will be used 
as fuel or converted into asphalt. 


Several Milwaukee service stations 
have been accused by the Milwaukee 
Better Business Bureau of charging 
inflated prices for gasoline while offer- 
ing “free” cer washes. The bureau says 


most signs in the service stations stress 
the “wash bargain” but fail to indicate 
that the gasoline is being sold from 
3¢ to 9¢ gal. above the prevailing 
price. 


Sinclair Oil and Gas Co. is out to 
grab a bigger share of the LP-gas mar- 
ket in the Midwest’s vacation and 
summer-home areas around the Great 
Lakes. 

Sinclair’s East Chicago, Ill., refinery 
has put its new propane-recovery unit 
on stream, with a daily capacity of 
100.000 gal. Also new at the refinery 
are storage vessels and racks for load- 








“MY DISTRIBUTOR SWITCHED TO RICHFIELD— 
NOW I’M SITTING ON TOP OF THE WORLD!” 


All of your dealers — and you, too — will be sitting on top of the 
world when you team up with Richfield. You’ll get the very highest 
quality in products, in merchandising, in advertising, in supplier 
help and cooperation. PLUS the exclusive benefits of this unwav- 
ering policy: Richfield does not market its branded products in 
competition with Richfield branded distributors! Let’s sit down 
together and talk it over. Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N. Y. 














ing LP-gas into tank cars and trucks. 

“We have the product and distribu- 
tion facilities to go after the market 
aggressively,” says John A. Storm, 
head of Sinclair Oil and Gas Co.’s 
LP-gas sales department. 

Sinclair has set up a new sales office 
in Arlington Heights, IIl., to push sales 
in Illinois and Wisconsin. Other states 
Sinclair intends to hit are Indiana, 
Michigan, and Ohio. 


> Oil-heat promotion may pick up a 
head of steam in the coming months 
in Minnesota and North Dakota now 
that Northwest Petroleum Assn., the 
oil-jobber group for this two-state 
area, is in the game. 

NPA replaces Minnesota Oil-Heat 
Assn., in effect a Minneapolis oil-heat 
promotion agency, and becomes the 
group through which National Fuel 
Oil Council will do business. 

NPA thinks heating-oil jobbers in 
Minnesota could raise $59,000 for the 
first year, in North Dakota $25,000. 
This $84,000 would then be matched 
by refiners through NFOC, with NPA 
distributing the money to the local 
groups. There are about 50-odd local 
oil men’s clubs in as many communi- 
ties in the two states. 

Craig Shaver, jobber in Wayzata, 
Minn., is chairman of the NPA oil- 
heat promotion committee. 


Sun Oil Co.’s drive for heating-oil 
distributors in the Midwest has landed 
Alliance Oil and Gas Co. of Alliance. 
Ohio, and Jepsen Brothers of Gary, 
Ind. 

Alliance, which formerly handled 
Wolf's Head heating oil, becomes the 
first Sunheat jobber in the Akron- 
Youngstown area. Jepsen Brothers, 
heating-oil private-branders up to 
now, are the first Sunheat jobbers in 
the Gary-Chicago area. 

Alliance continues as a_ private- 
brand gasoline marketer, with two 
service stations. Jepsen Brothers han- 
dles nothing but heating oil. 


Quality Oil Products Co. has been 
named Fina jobber in the St. Joseph, 
Mo., area. Owner is Irving R. Slack. 

Quality Oil operates 24 stations, 10 
in St. Joseph and others in Osborn, 
Cameron, Breckenridge, Laclede, Tar- 
kio, Dearborn, Altamont Jct., Stan- 
berry, and Elwood, Mo.; and Troy, 
Kans. 

This is the second Fina jobber in 
the area. C & J Petroleum Co., Savan- 
nah, Mo., operated by Harold Clay- 
pool, markets the Fina brand at 16 
stations. 
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¥ BUCKEYE +100. 


AUTOMATIC NOZZLE 


® LIGHTER ® FASTER FLOW ® EASY TO USE 
® THE MOST RELIABLE AUTOMATIC EVER BUILT! 


The new aluminum Buckeye #100 is so ruggedly designed—so effi- 
ciently simple that there just isn’t much that can go wrong. Fewer mov- 
ing parts! Up to 50% less than competitive models. Easy one-hand 
operation! The hold-open device is built-in the guard. No springs or 
moving parts to bother with. Good looking design—functional, too! 
The slim, tapered silhouette permits the #100 to penetrate deeper 
into the fill pipe—assures more positive shut-off. Tested reliability! 
Dropped 10 times on a concrete floor from a height of 6 feet, then put 
through the automatic shut-off cycle—99,999 AUTOMATIC FILLS 
LATER, IT STILL WORKED—PERFECTLY! Call your Buckeye 
Distributor, or write us for complete details. 


GUARANTEED for 1 YEAR 


W R I TE e BUCKEYE IRON & BRASS WORKS 
Py EP... BOX 883, DAYTON 1, OHIO 
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The West 


California ruling hits 
trading stamps... Shell 
pays $152,000 for site 


TRADING STAMPS in California 
are now considered to be a form of 
discount. As such, the actual gasoline 
price less the cash surrender value of 
the stamps must be shown on any 
sign advertising the stamps as well as 
on the pumps, says the state attorney 
general. 

Thus, if a station is selling gasoline 
at 29.9¢ and giving away one stamp, 
redeemable in cash for one mill, per 
gal., it must now post the price at 
29.8¢ plus 0.1¢ for the stamp. This 
works to the disadvantage of stamps 
because, for one thing, the value of 
the stamps is greater if redeemed for 
premiums than if redeemed for cash. 

The ruling came after a number of 
gasoline retailers had raised the trad- 
ing-stamp question to the state’s 
bureau of weights and measures. At- 
torney general Stanley Mosk’s ruling 
is an interpretation of 1959 legislation 
which requires all trading stamp com- 
panies to denote fixed cash value on 
each stamp, and to redeem stamps 
for cash instead of merchandise it 
the customer demands it. 

The ruling rests on a long-standing 
California law which says that any 
signs advertising a discount on gas- 
oline and any price sign posted on 
the pump must show the actual total 
price per gal. 

Since all stations in an area, whether 
or not they give stamps, tend to post 
the same price, Mosk’s ruling means 
that stations giving stamps must take 
a price cut. An alternative would be 
to post a price of 30.0¢ and list the 
stamp as a rebate of 0.1¢, giving a 
competitive total of 29.9¢. Either way 
it will be a discomfort to the retailer 
who uses stamps. 

Most retailers are happy about the 
ruling, though opinion is fuzzy as to 
how it can be enforced or whether 
it will stand. 

G. A. (Gap) Powell, president of 
the California Marketers Council 
(CPMC), hailed Mosk’s interpretation. 
He said: “The motoring public will 
from now on benefit from full dis- 
closure as to both the total price of 
gasoline, as well as the cash value of 
the so-called ‘free stamps.’ The public 
will, in effect, be able to elect a larger 
price, with stamps, or a smaller price, 
without stamps.” 

Distributor Charles Morley says 
many CPMC members believe it’s 
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the “end of trading stamps in Califor- 
nia.” He predicted that major oil 
companies would make the next move 
by pulling all trading stamps from 
their retail outlets. 

A San Francisco independent, Ed- 
ward Murphy of Murphy Oil Co., 
says the ruling probably won't drive 
out stamps. He pointed out that the 
bureau of weights and measures, 
which has enforcement responsibility 
in this question, “will just add to its 
own confusion and drive its own peo- 
ple nuts.” Current laws regarding dis- 
counts are not sufficiently enforced 
as it is, he added. 


Signal Oil and Gas Co., Los Angeles, 
Calif., is rebuilding the former Han- 
cock Oil Co. refinery on Signal Hill 
near Long Beach that was partially 
destroyed by fire two years ago. 

[he refinery will produce all gas- 
oline, initially 15,000-20,000 b/d, by 
the end of 1960. Ultimately through- 
put may reach 50,000 b/d, says Signal. 


> Heating-oil jobbers in Washington 
State are working under new weights- 
and-measures regulations that give 
them a choice of how they are to pass 
delivery tickets to their accounts. 

Jobbers have a choice of leaving 
the ticket at the time of delivery or 
mailing it no later than the next day. 

The delivery-by-mail provision was 
included at the suggestion of Oil-Heat 
Institute of Washington. Previously, 
the state regulation was modeled after 
legislation suggested by the National 
Conference of Weights and Measures 
last year. That would have made it 
mandatory to leave tickets at the time 
of delivery. 


PIif you think barge transportation is 
just for rivers, bays, and other pro- 
tected waters, you're dead wrong. 
Pacific Inland Navigation Co. of Van- 
couver, Wash., has proved that it’s 
feasible to barge oil products and 
other supplies from Long Beach, 
Calif., to Hawaii. 

Using a 229-ft. barge and a 153-ft. 
tug, Pacific Inland hauled 24,000 bbl. 
of product and about 300 40-ft. 
lengths of 30-in-diameter pipe for 
Standard Oil’s (Calif.) new refinery at 
Honolulu. The trip took 15 days, the 
speed averaged 6.2 knots. The run 
was made against a heavy beam sea 
and northwesterly swells. 

Pacific Inland, which studied the 
Pacific trip for a year before making 
it, says, “Bulk cargoes can be moved 
efficiently and economically on barges 
across open water.” 


BE HAPPY Go Farts With SIGNAL 


and here's 
That Man” again 


Elficiency.. for 
More Mileage 


LEE TIRES — now... quorantvod 
egvins! ali Road Hasard Domage 
for the Lifetime of the Treod 


The West: ‘Vertical Impact’ 


THAT’s what Signal Oil Co. hopes 
to achieve with its unusual new ad- 
vertising strategy. The company ties 
into its primary ad medium, outdoor, 
by featuring billboards in its full-page 
magazine ads. The posters will also 
be plugged in television and radio 
copy. Thus Signal’s entire advertising 
effort is integrated through the out- 
door campaign. 


Electric heat grabbed 84% of Seat- 
tle’s new apartment dwellings in the 
first four months of 1960. But it got 
only 11.5% of single- and multiple- 
family residences. 

Electric heat was used for 414 of 
494 apartment units erected, but for 
only 92 of 794 single- and multiple- 
family houses built. 


Customers of a Union Oil Co. ser- 
vice station at Seattle-Tacoma _ Inter- 
national Airport are now being trans- 
ported from station to terminal by a 
courtesy bus. When the customer re- 
turns to the airport, he calls the sta- 
tion, the bus picks him up, and re- 
turns him to his newly serviced car. 


PShell Oil Co. and Texaco Inc. suc- 
cessfully bid on two service-station 
sites located in an area of San Fran- 
cisco scheduled for redevelopment. 
Sites are hard to come by in the city 
because of rigid zoning restrictions 
and undersized lots. The locations are 
considered prime. 

Shell purchased one site for $113,- 
000. Texaco outbid Shell for the other 
parcel at $152,000. Tidewater bid on 
the latter piece of property, but lost 
out at $144,500. 
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"HAVE YOU LOOKED INTO THE UU/Aiteway WING-LUME AND VIKING POLE?* 


Quality a 
| io)’, Mm oj oh y 5 


DEDICATED TO QUALITY AND SERVICE 


“YOU CAN SEE THE DIFFERENCE!” 


The combination of Whiteway’s Wing-Lume fixture and Viking 
pole make the perfect driveway and area lighting .. . place the 
light directly over the area to be lighted for maximum efficiency 
and still leave enough clearance for trucks. 


WIN@-LUME FIXTURES POST ADAPTER WITH ADJUSTABLE ARM 
(Originated by Whiteway) (Originated by Whiteway) 

Three sizes... 4 ft.. 6 ft.. 8 ft. Made of sturdy, strong aluminum 

Water clear lens Adjusts to almost any angle 


Rises or lowers in vertical direction 


Choice of type lamps Rotates clockwise or counter-clockwise 


Hinged aluminum doors 
Two coats of baked exterior enamel VIKING POLE 
Water-tight gaskets (Originated by Whiteway) 
Curved reflector for greater spread Four sizes. . .12 ft., 14 ft.. 16 ft.. 18 ft. high 
of light Gracefully, yet efficiently curved 
Steel construction 
Finished with iron oxide paint 


IF IT'S NEW IN OUTDOOR LIGHTING. IT'S USUALLY A WHITEWAY 








’ > AN ; HARTS 
7 WHITEWAY MANUFACTURING CO. 

AREA OFFICES 1736 Dreman Ave., Cincinnati 23, Ohio 

ion orcs Tere sno 

CINCINNATI, OHIO, BRAMBLE 1-2760 SAN JOSE, CAL., ANDREWS 4-5055 COMPANY NAME 

DENVER, COLO., TABOR 5-7205 KANSAS CITY, MO., JACKSON 3-1544 ADDRESS 

FT. LAUDERDALE, FLA., JACKSON 3-4090 ROYAL OAK, MICH. LINCOLN 6-9762 CIty 

MOUNTAIN LAKES, N.J., DEERFIELD 4-2566 CLEVELAND, OHIO, MAIN 1-7151 STATE 


WITH DISTRIBUTORS IN EVERY MAJOR CITY IN THE UNITED STATES ATTENTION: sieamitaeiiacin 
WHITEWAY MFG. CO.*1736 DREMAN AVE. © CINCINNATI 23, OHIO 
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8,000 LBS. 
Capacity 


LIFTS 
THEM ALL! 


Here’s high speed spotting for American 

cars, Foreign cars, station wagons, pick-up 

trucks. With minimum effort you reach all 

lifting areas designated by car manufacturers. 

Maximum headroom! Full accessibility for 

rapid repairs. Telescoping 
No other lift out-performs the ee 


new CURTIS COMMANDO! 


REMEMBER: - - YOU CAN COUNT ON 


MANUFACTURING COMPANY 
DIVISION 
PADS PADS PADS 


NORMAL INTERMEDIATE RAISED Write Dept. 60 


for most American forall unitized forlight trucks— Cee Teena AvanNe, 
‘ : : St. Louls 33, Mo. 
and foreign cars. bodies—or optional old model cars. 
for extraclearance. 
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Southwest 


Site to build 20-story 
building in Houston... 
Amco offers franchise 


SITE OIL Co.’s recent announcement 
that it plans to build a 20-story office 
building in Houston may have gone 
almost unnoticed 
in the Bayou City 
because of the 
terrific building 
boom going on 
there now. Prior to 
Site’s announce- 
ment an estimated 
$250-million in 
projects were 
either under con- 
struction or plan- 
ned in downtown 
Houston. 

In oil-marketing circles, however, 
Site’s project is most interesting. The 
building will cost between $10-million 
and $15-million, according to Houston 
real-estate men, and will be located in 
the so-called “Shamrock Hotel area” 
on a 60,000-sq.-ft. site near Adams 
Petroleum Co.’s almost new building. 

Site is expected to move a major 
portion of its administrative staff to 
Houston when the new structure is 
completed in 1962. Construction is to 
start in mid-1961. While actual design 
work was scheduled to start in July, 
it’s understood the Site building wili 
be designed and constructed for mul- 
tiple occupancy. It will have a multi 
level parking garage and facilities for 
a restaurant and retail shops. 


By Marvin Reid 


> Amco Petroleum Corp., Houston, 
is O*ganizing a franchise plan for its 
Stop & Save Service Stations. The 
plan works like Dairy Queen’s, Car- 
vel’s, or Howard Johnson’s. 

Through the R. L. Jones Sales Co.., 
Amco gets the location and equips it 
completely with portable building, 
tanks, pumps, lighting, grading, pav- 
ing, and whatever else is needed. 

Amco furnishes promotions, operat- 
ing manual and its trade name, Stop 
& Save, and sells the stations its gaso- 
line. The company charges 1¢ gal. for 
its services. 

Stop & Save outlets generally sell 
about 2¢ gal. below miajor-brand 
price, and give premiums. One pre- 
mium is Mexican sombrero hats. 
Amco says the hats retail for 39¢ 
each, but it imports and sells them for 
$1 a dozen. 

Amco reports its premiums cost 
around 1¢ gal. 


Amco says it recently leased the 
gasoline-TBA concession in 10 large 
discount centers being built in New 
York, New Jersey, Pennsylvania, Con- 
necticut, and Massachusetts. The cen- 
ters, having from 100,000 to 160,- 
000 sq. ft. of floor space, will have a 
separate building for gasoline and 
TBA. 

The company also reports it is ne- 
gotiating with several supermarket 
chains either to sell them gasoline or 
build a package unit and operate the 
stations itself on a percentage basis 


NEW 
HIDDEN 
APON 


We 
FIGHTS © 


TRUCK 
PUMP 
LEAKAGE 


Long ago, Blackmer solved 
the problem of shaft leakage 
with a special seal designed 


exclusively for Blackmer pumps. 


Regions 


Amco offices are in Houston, Lib- 
eral, Kans., Hutchinson, Kans., To- 
peka, Kans., and Kansas City, Mo. 

Robert L. Jones is president. 


> Major brands are beginning to show 
up on the skid tanks on some Texas 
highways. They are, however, the slick, 
late models with buried tanks; only 
building and pumps are mounted on 
skids. Until recently some major-brand 
jobbers had “skids” but adopted pri- 
vate brands for them. 


Now, for complete leakage protection, Blackmer 
adds a new Q-Ring seal which prevents head 

leakage as well. The results—clean driveways, less 
waste, better performance under high pressure— 

are just a few good reasons why you should specify 
Blackmer Truck Pumps, There are many more. 


Write for Bulletin 200. 


=~ ‘liquid materials handling"® equipment 


(eudccajen’ vat 
> BLACKMER / 0: 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under “Pumps” in the Yellow Pages 
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CONOCO’S HOTTEST BRAND GOING IS A SYMBOL 


This symbol is the face we present to motorists who 


are looking for quality products, fine service, and 
friendly care for their cars. 

When you switch to Conoco and make it your 
brand, you join the outfit that meets these new cus- 
tomers on the driveway every day. New customers 
looking for the better products and better service 
that Conoco . . . Hottest Brand Going! .. . 
to them. 

Conoco Dealers know that the Hottest Brand 
Going makes a big difference in the business they do. 


means 
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But Conoco does more than offer big brand appeal. 
Conoco believes in dealer help. For example, Conoco 
has important information gained from valuable ex- 
perience that can go a long way toward improving 
service station management. 

Our information covers such areas as: record keep- 
ing, promotions, driveway tips, local retail advertis- 
ing, how to get the most from your men and how to 
plan for the future. This help is available to you, too. 
Write the subjects that interest you on a post card 
and mail to the Conoco Division Manager nearest you. 
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Contact the nearest 
Conoco Division 
Manager today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Bidg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm PI. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. 0. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois, 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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The Rockies 


Jobbers urge states to 


help end price wars... 
Mobil Buys Bennet Oil 


THE INTERMOUNTAIN Oil Job- 
bers Assn. has asked Utah’s attorney 
general and Salt Lake County attorney 
to intervene in 
the continued gas- 
oline price wars 
affecting northern 
Utah. 

The association 
has also called on 
its members to 
bring the situa- 
tion either to the 
attention of law- 
enforcement 
agencies in their 
States or to “get 
legislation with teeth in it” at the 
next meetings of state legislatures. The 
association represents jobbers in Utah, 
Idaho, Washington, Oregon, Nevada, 
Wyoming, and Montana. 

These actions came after a 60-day 
“waiting period” jobbers had agreed 
on at their recent convention in Las 
Vegas. They had hoped the situation 
would somehow improve. During this 
period, however, at least two full- 
fledged gasoline price wars broke out 
and a third was under way in sub- 
urban areas of Salt Lake County. 

Arvin Grant, jobber secretary, said 
that gasoline price wars of the last 
several years have reduced the area 
industry to that “level of ruthless 
senselessness . . . typical of the 1930s 
when we delivered gasoline to the 
dealer for the price of the tax.” 

The jobbers said that they were in 
communication with the Utah attorney 
general and the county attorney of 
Salt Lake County “on law violations 
involved in some aspects of the gas 
wars. 


By Frank Pitman 


“We will lend all aid and encourage- 
ment to the prosecution of violators 
of the price-posting law on the Utah 
statute book,” the association said. 

If this law lacks the necessary 
teeth, the jobbers say they will seek 
one with appropriate strength from 
the 1960 Utah legislature. 

The association says jobbers are 
“squeezed between refiners who are 
supported by their stockholders in a 
money giveaway and the dealers who 
are receiving the protection of refin- 
ers” in gasoline wars. 

“The jobber who has fixed commit- 
ments based on his understanding of 
the margins in the business is losing 
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his own dollars” in these economic 
struggles, the group asserted. 

Grant’s call to arms also proposed 
a “code of ethics” for members of 
the association. “We recognize that 
‘he who is without sin is nonexistent.’ ” 

The specific demand on the state 
and county legal authorities concerns 
canopy pricing, that is, the practice 
of some retailers, with the alleged 
support of refiners, in selling below 
posted price. The law also specifi- 
cally prohibits a gasoline retailer from 
lowering price the same day unless 
a competitor next to him does so. 


One of Colorado's most widely 
known oil-jobber firms, B. F. Bennet 
Oil Co. of Denver, is passing from 
the scene. 

Bennet, long-time distributor for 
Mobil, sold out to Mobil Oil Co., giv- 
ing the company its first direct-mar- 
keting operation in the Denver metro- 
politan area. 

For many years Mobil has been the 
only major brand in the Colorado 
capital without some direct marketing 
in the populous metropolitan district. 
Mobil is still represented by another 
jobber, National Oil Co., serving about 
30 outlets in Denver. 

The sale marked the retirement 
from the oil business of B. F. Bennet, 
80-year-old dean of the state’s oil 
jobbers. He was president of the com- 
pany. The two other owners, H. T. 
“Herb” Rapp, vice president and R. O. 
MacDonald, secretary-treasurer, said 
they plan to remain active in business 
fields. 

Bennet opened Denver's first one- 
stop service station shortly after World 
War I. Bennet, founder and vice 
president of the former Sommers Oil 
Co., in 1924 supplied gasoline and 
oil for the open-cockpit planes flying 
the then-new mail route from Denver 
to El Paso, Tex. 

MacDonald and Rapp have been 
identified with the oil business all their 
adult lives. The three have a combined 
experience of 130 years in the oil 
business. 

Mobil’s purchase affects about 30 
stations controlled by Bennet. Twenty- 
two of them had been leased from 
Mobil, and three others were leased 
by Bennet from owners who had built 
them to Mobil specifications. 

Mobil acquired Bennet’s bulk plant 
including 250,000-gal. storage and a 
truck fleet. 

Bennet also disposed of its Pennz- 
oil franchise. Pennzoil is opening 
a Denver branch and will market di- 
rectly in Colorado. 

Bennet’s Mobil franchise encom- 
passed all of Colorado except the far 
western slope. 
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Cities Service Slams Home 
Your Sales Talk With a Smile! 


Good-looking billboards—a sales message that comes 
across fast—add a motorist and you've got a customer 
heading for his Cities Service station. And motorists 
are seeing these eye-catching billboards everywhere 


this year. They mean extra profits for Cities Service 


dealers and jobbers in ’60! 


You'll have strong local-station promotion support, 
too. That’s why you've got THE WINNING COMBI- 


NATION when you're on the Cities Service team. And 
1960 is a big year for Cities Service all the way around. 
This is our Golden Jubilee. We're heading for fifty more 
selling seasons. Wouldn't this be a good time to join us 
as a Cities Service dealer or jobber? 

For the full story on Cities Service and the benefits 
you can expect as a dealer or jobber, write : Cities Service 


Oil Company, Sixty Wall Tower, New York 5, N. Y. 
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The Southeast 


Majors, jobbers try 
new ways to stop price 
chaos, bootlegging 


THE NORTH CAROLINA gasoline 
market has had historic ups and downs 
since fair trade died last December 
(NPN—Jan. p19). But in the past few 
weeks | stabilizing 
measures have 
been introduced. 

Three majors 
have come up 
with plans for 
reducing the mas- 
sive bootlegging, 
or cross-haul, 
traffic (NPN — 
May p87) that 
goes on in North 
Carolina. And the 
North Carolina 
Oil jobbers have a piece of proposed 
legislation in hand that might take job- 
bers a long way along the road to 
stability. j 

@ Republic Oil Co. 
all temporary 
(TVA). 

e Phillips is putting the skids to 
cross-haulers by confining TVA to a 
strictly limited gallonage. Phillips gives 
jobbers the usual TVA on a gallonage 
equal to the jobber’s monthly pur- 
chases a year ago, plus a normal- 
growth allowance of 5%, and a vol- 
ume-increase allowance of 10% of 
monthly gallonage. 

e Esso recently started a different 
plan. Esso calls it a “temporary tank- 
wagon reduction,” but jobbers call it 
the usual kind of TVA, differing in 
that it is spread over a larger-than- 
usual area. 

Esso’s plan has divided North and 
South Carolina into 23 marketing areas 
of various sizes. The company started 
the action by establishing allowances 
of 0.75¢ minimum to 1.75¢ maximum. 
These limits attempt to insure that 
there will never be more than 1¢ dif- 
ference in prices posted in adjacent 
areas. So the Esso plan should elimin- 
ate incentive for cross-hauling. 

e The North Carolina Oil Jobbers 
Assn. proposes the following require- 
ments be made into North Carolina 
law: 

“Gasoline must be labeled, named, 
or branded by the purchaser at the 
time of the first purchase of gasoline 
within the state, and such brand name 
shall be clearly shown on the face of 
the invoice, terminal ticket, or other 
evidence of sale, at the time of such 


By B. E. Barnes 


has stopped 
voluntary allowance 


first purchase. No such gasoline may 
thereafter be sold either at retail or 


wholesale except under the brand name 


which it was first purchased within 
the state—and when such gasoline is 
resold at wholesale it must be invoiced 
under such brand name—and when 
resold it must be dispensed from a 
pump bearing such brand name. 

“In the event gasoline is purchased 
outside the state for transportation 
and resale within the state, the brand 
name under which the original pur- 
chase was made shall be clearly shown 
on the face of the invoice, terminal 
ticket, or other evidence of the origin- 
al purchase, and when transported to 
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and within the state for resale it shall 
bear the same brand, label, or name 
as that under which originally pur- 
chased, and may not thereafter be 
sold in this state except under such 
brand name. This paragraph shall not 
apply to gasoline brought into this 
state for origina! sale at a terminal 
located within this state, but upon the 
original purchase of such gasoline at 
such terminal within the state, the 
provisions of the first paragraph of 
this regulation shall apply and such 
gasoline shall be named, branded, or 
labeled and sold in accordance there- 
with and may not be sold in this state 
under any other brand name.” 


TOKHEIM MODEL 697G-SC 


builds consumer business 


Accurate - Reliable —L. ong -lived / 


Today—more than ever—con- 
sumer customers need figures on 
fuel consumption. With this 
Tokheim meter kit they can have 
them, even if fuel is drawn by 

ravity. Already in great demand 

y farmers and industrial users, 
the 697G-SC Meter Kit counts to 
100 gallons per delivery, registers 
to 100,000 gallons on an easy-to- 


SYMBOL OF EXCELLENCE 


read horizontal counter. It has a 
capacity of 15 g.p.m., is easily 
installed and disassembled, 
has strainer screen, calibration 
adjustment, and fits either 1” or 
¥%" openings. Accurate, reliable, 
long-lived. Meter is listed by 
Underwriters’ Laboratories. 
Guaranteed. See your Tokheim 
representative today! 


Write for literature. 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Avenue 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim international, A. G., Lucerne, Switzerland 
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BOOS 


BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto * Montreal 
Winnipeg * Vancouver 
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| Associations 


New England 


Jobbers pick up ideas 
on stronger contracts 


NEW ENGLAND’s gasoline jobbers 
picked up a barrelful of ideas on how 
to improve their contracts with sup- 
pliers at the one-day convention of 


| Independent Oil Men’s Assn. of New 


England in Boston. 
James C. Little, counsel for North 
| Carolina Oil Jobbers Assn., said job- 
bers could get stronger contracts from 


| suppliers if they insisted on having 
| . 
| certain clauses added and others de- 


leted from present contracts. 

To make contracts stronger, Little 
recommends jobbers ask for clauses 
that spell out the following: 

e Advertising allowances. “You can 
set it up “e¢ per gal. up to “16¢ per 
gal., on a graduated-volume basis,” he 
says. 

@ Gallonage on a quota basis. Such 
a clause, Little says, would replace the 
maximum and minimum volume 
which, he says, tends to protect the 
supplier in case of a shortage. The 
quota idea would be related to last 
year’s purchases and could include 
volume for expanding a jobber’s busi- 
ness. The maximum-minimum idea 
used in most present contracts, Little 
believes, is outmoded. 

e Alternate pricing schedule. With 
this, Little contends, jobbers can get 
the best price. He says the jobber 
price can be based on (1) Gulf Coast 
low plus 1¢, (2) average of dealer tank 
wagon in his area less 3.5¢ per gal., 
or (3) a combination of the two price 
schedules. “Independent wholesalers 
should look into the possibility of 
cooperative buying,” he says. 

e Long-term contracts. “Initial con- 
tracts should be three to five years, 
with three-year terms after that,” Little 
says. “This gives the jobber the ability 
to plan ahead in making capital 
expenditures. He adds that jobbers 
should seek long-term contracts in a 
buyer’s market. 

e Franchised market area. “This 
should be spelled out in every con- 
tract,” Little says, “and the jobber 
should insist on some _ protection 
against his supplier moving in with 
dual distribution.” 

e Proper compensation for deliv- 
eries to supplier’s accounts in a jobber’s 
area. “You shouldn’t have to make 
these deliveries at a loss,” Little con- 
tends. 

Clauses jobbers should write out of 
contracts, Little says, are these: 

e First-refusal purchase option. 
“This clause,” Little explains, “makes 





it impossible for any jobber to get a 
bona-fide offer for his business from 
another supplier because they know 
their offer will be submitted to the 
jobber’s present supplier.” Little con- 
tends that anything that restricts the 
sale of a jobbership reduces the price. 

® Release clause. “The minute you 
sign this clause,” Little says, “you 
release any claim you may have in the 
future.” Such clauses, he maintains, 
are usually inserted by majors as a 
result of “their policy of abundance 
of caution.” 


Pennsylvania 


Most jobbers content 
with business outlook 


MANY OIL JOBBERS at Pennsy] 
vania Petroleum Assn.’s meeting in 
Bedford Springs saw few clouds in the 
business sky. For them, gasoline gal- 
lonage has gone up slightly over last 
year’s. 

But a few, mainly in mill and min- 
ing areas where workers are not on 
full time reported soft spots. “Instead 
of buying tanksful, they buy the gal- 
lons now,” says one jobber, “and we 
can see a drop in gallonage.” 

In heating oil, jobbers report volume 
close to last year’s—some slightly over, 
some a little under, depending on 
degree-day totals. But those with vol- 
ume slightly under last year’s, report 
higher profits, mainly because they 
were able to buy product at low prices 
during the heating season’s late cold 
snap. 

Satisfaction with business conditions 
in general was reflected by a lack of 
resolutions protesting local marketing 
conditions. What resolutions were 
adopted referred to federal legislation. 

Loss of commercial accounts to 
majors was brought up by one jobber, 
who felt that drastic action was needed. 
But a few more jobbers indicated that 
they wouldn’t want to “go to Wash- 
ington” with their troubles over com- 
mercial accounts. And a show of hands 
indicated that those being hard hit 
by loss of commercial accounts were 
in the minority. 

Jobbers, however, did go on record 
in favor of the Patman bill, which 
would forbid suppliers to sell to com- 
mercial accounts at or below jobber 
cost. They are opposed to the 4.5¢ 
federal gasoline tax, too, and backed 
National Oil Jobbers Council in its 
position on taxing cooperatives. 

At the annual luncheon, jobbers 
received a short course in why the 
industry is no longer domestic in 
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In close quarters or open countryside—in good weather or bad—fuel oil dealers depend 
on N Model Macks for the on-schedule deliveries that mean customer satisfaction. 


All-round dependability makes Mack 
No. 1 for modern fuel oil handling 


“When on-schedule deliveries mean sat- 
isfied customers, you're glad you have 
Macks on the job,” says James J. Gillin, 
Jr., Vice President of Philadelphia’s Pe- 
troleam Heat and Power Company, larg- 
est independent fuel oil distributor in the 
Delaware Valley. “‘There are good rea- 
sons why we’ve used Macks for years for 
fuel oil handling. Outstanding depend- 
ability is one. Low operating cost is an- 
other. And there are many more—not 
the least of which is the ability to deliver 
top-capacity loads day after day with 
negligible downtime.” 


Traffic Manager Joseph McCluskey, 
who keeps an 80-truck fleet running 
smoothly despite tight schedules and all- 
weather operations, uses Mack B Model 
tractors for long-haul tanker runs from 
refinery and bulk plant and N Model 
compact cab-forward trucks for retail 
deliveries. Each model is the finest of its 
class— pays off in more miles of use, at 
lowest cost per mile. 

Whatever your hauling job— wherever 
you do it—the sooner you put Macks to 
work, the sooner you'll start to realize 
the tremendous profit potential of their 


bonus cargo capacity . . . their swift mo- 
bility in congested areas . . . their strength, 
stamina and dependability. Check your 
Mack branch or distributor for full 
details on the Mack best suited to your 
requirements. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack Trucks of 


Canada, Ltd., Toronto, Ontario. 
7718 


MAC K 


FIRST NAME FOR 


TRUCKS 











Associations 


scope. Lecturer was Wilson S. Morris, 
marketing vice president of California 
Oil Co. 

“We are in the foreign oil business 
as far as the economic facts of life 
are concerned,” he said. Because of 
this, the industry can no longer look 
to local or domestic remedies for many 
of its problems. 

Referring to domestic crude pro- 
ducers who want tighter imports and 
to some U. S.-flag tanker operators 
who want 50% of imports moved in 
U. S. bottoms, Morris said, “Solutions 
they seek would be a further step in 
putting the federal government in the 
oil business. Those who think this 
will solve everything are embracing 
fatal fallacies.” 

The U. S., Morris said, is depend- 
ent on foreign oil because even if 
every U. S. well produced at full ca- 
pacitv, production would just about 
meet domestic needs. “But there would 
be no reserve to meet national emer- 
gencies and we would be depleting our 
fields at a rapid rate while making 
no provisions for future supplies,” 
he explained. 


Connecticut 


1,100 marketers hear 
API director talk 


MORE THAN 1,100 New England 
oil men journeyed to Hartford in May 
for the tenth annual trade show and 
convention of the Connecticut Petrole- 
um Assn. 

Highlight of the one-day session 
was a luncheon address by Adam 
Rumoshosky, API director of market- 
ing. Speaking on “Trends and Patterns 
Within the Oil Industry,” he tackled 
the problems of declining sales in 
motor oil, fuel oil, and gasoline. 

He expressed optimism on the drop- 
ping motor-oil ratio, stating that a 
“concerted effort on the part of the 
industry will make the curve head 
upward again.” 

On fuel-oil sales, Rumoshosky cred- 
ited the fuel-oil distributors who, he 
said, “spurred major suppliers to get 
out of their easy chairs.” 

Rumoshosky attacked _industry 
members who were complacent about 
recent reports that gasoline consump- 
tion per car had dropped 50 miles 
this year. 

For all three problems, Rumoshosky 
suggested that centralized industry 
moves be backed by regional cam- 
paigns on the part of state associations. 

Re-elected president was William 
H. Wesson, W. E. Wesson Co.; vice 
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New Home of North Carolina Oil Jobbers Assn. 


NORTH CAROLINA has been added to the list of state jobber associations 
with their own office building. NCOJA executive secretary Donald M. Ward 
reports the building cost about $30,000 with improvements, was bought with the 
association’s group-insurance and equity (surplus) funds. Upstairs is a 15x30-ft. 
conference room; downstairs are a reception room, two private offices, and 
other rooms. Address is 707 West Jones St., Raleigh. 


president, William F. Briggs, Briggs 
Corp. 
Newly elected secretary is James 
L. McIntyre Sr., Laurel Oil Co. 
Newly elected directors are Steven 
Santa, Milton Fitch, and Charles 
Stone Jr. 


Louisiana 


Brand meetings tackle 
tough jobber problems 


BRAND MEETINGS were the high 
point of this year’s Louisiana Oil 
Marketers Assn. meeting in New Or- 
leans. As one jobber commented, 
“These brand meetings have helped 
jobbers pool their problems and have 
made LOMA such a worthwhile or- 
ganization.” 

Three rather technical problems 
bother the Louisiana marketers, and 
they were aired at the brand meetings: 

e Broadening of 1% Cash Discount 

Marketers have asked suppliers to 


look this situation over. As it is now, 
marketers receive a 1% cash discount 
on product but not on transportation 
charges. They would like to get a 
discount on that as well. 

e Evaporation Allowance—Louisi- 
ana marketers feel it’s an unwise 
precedent for suppliers to extend an 
evaporation allowance of 0.15¢ per 
gal. to state departments buying direct. 
They hope suppliers will consider 
discontinuing the practice, a jobber 
leader reports. 

e Automatic - Transmission - Fluid 
Tax—Louisiana is loaded with taxes. 
One that annoys marketers is the 
automatic-transmission-fluid tax which 
has caused a problem because some 
unbranded lube fluids are being sold 
tax-free, placing the branded mark- 
eters at a 6¢ disadvantage. They have 
asked for clarification of the law to 
determine whether the local unbranded 
transmission oil is taxable under fed- 
eral regulations. 

Feature speaker was Kerryn King, 
Texaco vice president, who warned 
of the threat to oilmen of the gasoline 
market of rising “gas” taxes. 
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Heating season ahead 


Add a competitive edge to your oil sales program with Du Pont FOA-2 
: : pros 


No filter clogging. No nozzle 
plugging. No sludge. 


These are qualities you can add to 
your heating oils, and at low cost, 
too. Result: a clean, hot, steady- 
burning fuel that wins added friends 
for your brand product. 

Millions of barrels of heating and 
fuel oils have been stabilized by 
DuPont Fuel Oil Additive No. 2 
since its introduction nine years ago. 
It solubilizes and disperses. Prevents 
sludge formation. Dissolves sludge 
which may already have formed. Re- 
duces insoluble residue to such small 
particles that they flow and burn 
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right along with the oil. DuPont 
FOA-2 stabilizes your product. 

An important point: FOA-2 is ash- 
less—burns completely with the fuel, 
leaves no traces to foul the burner 
nozzle. 


28 pages of facts. You can get details 
on the performance characteristics 


of this fuel oil additive in our 28-page 
bulletin, “Du Pont FOA-2 for Diesel, 
Heating, Residual Fuels.” Ask your 
Du Pont Petroleum Chemicals repre 
sentative for a copy, or write: E. I. 
duPont deNemours & Co. (Inc.), 
Petroleum Chemicals Division, Wil- 
mington 98, Delaware. 


Tetraethyl Lead 


Better Things for Better Living 
..« through Chemistry 
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and other 


Petroleum Additives 




















The berrecr 
ConTaineR. 


doesnt Just 
Happen | 


HINKERS may debate “which came 
first,’’ but no one denies that Mother 
Nature gave us the perfect package when 


she created the egg . . . a container that 





does what it’s supposed to do. . . best! 





MiraCans*...A Miracle of Convenience! 


In the soft-drink field, MiraCan is the con- 


tainer that does what it’s supposed to do 





. best! This convenience container to 
meet modern marketing needs didn’t just 
happen. Canco’s inventiveness and manu- 
facturing know-how combined to perfect 
the MiraCan expressly for the carbonated- 
beverage industry. Another example could 
be a new package for your automotive 
products. In laboratories and factories, 
Canco specialists are right now solving 
packaging problems like yours. . . solutions 
which will add to the long line of container 


firsts’ and “‘bests’”’ from Canco. 


For greater sales and profits put Canco’s 
research, manufacturing facilities and ag- 
gressive marketing team to work for your 
products. 


*Registered trade-mark of the American Can Company 


GREAT CONTAINER IDEAS COME FROM 


CANCO DIVISION 


AMERICAN CAN COMPANY 





V 
V 


pale ft 
World's First - world’s Fine® 


Here’s why it makes dollars and sense for you 
to make the move to Valvoline... 


You get the help of a bright new package, 
designed for attention, impact and sales. 


You get the help of miracle Chemaloy ... a 
development of advanced research that makes 
Valvoline the world’s most modern motor oil. 


You get national magazine advertising, with 
full-color ads in Saturday Evening Post, News- 
week, Sports Illustrated and Sports Cars Illus- 
trated ... more than 140 million advertisement 
exposures! 


























Now With Miracle 


V You get point-of-sale help. Valvoline supplies 


you with sales aids of all kinds . . . designed to 
catch the customer’s eye and put extra profit 
in your pocket! 

Write, wire or call Valvoline today for all details 
on how you can cash in! 


VALVOLINE OIL COMPANY, Freedom, Pennsylvania, Division of Ashland Oil & Refining Company 
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What They’re Saying 





About foreign fields 
... attendant problems 
... volume vs. profit 


QCBecause (1) a really big oil field 
hasn’t been discovered in the U.S. for 
a long time, (2) most of our current 
production is from old, worn-out 
fields, and (3) the cost of drilling an 
oil well in the U.S. has greatly in- 
creased, there can be only one con- 
clusion: Our future lies with foreign 
oil. We'd better understand it and 
know what we must do to assure that 
it will be available to us in the years 
ahead.” Wilson S. Morris, marketing 
vice president, California Oil Co. 


¢¢(To) those who are apprehensive 
because some of us feel that we can 
accomplish more through a coopera- 
tive effort, (let me say) we are not 
going to be pushed around—nor are 
we going to be lulled to sleep. Neither 
have we gone soft. There is no doubt 
about it; we have grown to a position 
of great influence.” E. K. Bennett, 
president, National Oil Jobbers 
Council. 


Who makes all these contacts with 
the public? Usually it’s the poorest- 
trained member of the oil industry— 
the attendant. Too many times he is 
not a good-will salesman, much less 
a gasoline salesman. He’s the dealer’s 
biggest problem—and he’s our prob- 
lem as well.” M. J. Rathbone, chair- 
man, American Petroleum Institute. 


€ You jobbers can make your best 
contribution to our future by doing 
the proper job of serving the con- 
sumer—keeping in mind the benefits 
he seeks from oil heating (and seeing 
to it that he gets what he wants and 
is entitled to) and providing him with 
the complete package of heating com- 
fort.” L. S. Marshman, manager, 
wholesale planning department, Mobil 
Oil Co. 


¢¢Industry’s very survival is at stake, 
for it has been amply proved by now 
that business can carry corporate fat 
only at the risk of a corporate coro- 
nary.” J. E. Swearingen, president, 
Standard Oil Co. (Indiana). 


QC As an industry, we have become 
poor marketers — volume-conscious 
and the hell with profit. As individ- 
uals, we can improve our own con- 
ditions, but we can’t solve the problem 
of the industry in Louisiana.” W. 
McKerall O’Niell Jr., new president, 
Louisiana Oil Marketers Assn. 
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DELIVERY 


With Viking Truck Mounting Pumps 


and you can do it without 
Speed increasers. Connect your Viking 
truck pump directly to transmission 
through power take-off. Yes, specify Viking 
pumps for all around top service on all truck 
sizes up through big transports. Vikings are long 
lasting, too. Many outwear the trucks on which they 
are mounted. Profit from others’ experience and specify 
Vikings 


35-50-90-150- 
200-300 GPM SIZES 


VIKING PUMPS ALSO GIVE YOU: 
Revolvable casing for handy port location. 8 positions 
@ Integral thrust bearing of sturdy construction 
Adjustable for extended pump life @ Either 
extra long packing box or mechanical seal 
for non-leak operation @ Safety valve 
on pump head @ Large mechanical 
seal type pumps equipped with 
aluminum brackets for 

lighter weight 


For complete information on Viking Truck Pumps and other petroleum handling pumps, 
write for new catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, tlowa, U.S.A. In Canada It's “ROTO-KING” Pumps 


Offices and Distributors in Principal Cities, See Your Classified 
Telephone Directory. 





4 Steps to PROFIT 
in Casing Canned Oil 


Automatic, High-Speed 


FMC Model 3 Can Caser 
Takes the Shock out of Casing 


Efficient gathering cycle. 

Cans enter machine upright through 90° 
twister, with no rolling or bead-to-body im- 
pact. They move smoothly along woven wire 
belt into divider lanes. 


Fast and automatic operation. 

When all lanes are filled, pressure activates 
pick-up arms which place cans in loading 
funnel. A second set of arms repeats this 


adtion Ser two-tier fending. FMC “Non-Shock" Caser shown casing quart cans at the 


Lovisville, Kentucky plant of Standard Oil Company (Kentucky). 


The FMC Model 3 “Non-Shock” Caser offers 
an impressive profit-making combination: highest speed 
casing with maximum protection against damage to cans, 
lithography and shipping cases. Its design emphasizes 
complete simplicity and dependability of operation. Fully 
automatic, the “Non-Shock” Caser first assembles a load 
of cans, then moves this load smoothly and gently into 
the case, and off — in any direction — to the case sealer. 
No other casing machine offers greater flexibility, lower 
manpower requirements, or higher all around efficiency 
on a year-in, year-out operating basis. See for yourself 
why the FMC Model 3 “Non-Shock” Caser has been so 
widely accepted by the petroleum industry. Write for 
free bulletin, or call your nearest FMC representative. 

Also available on request, Bulletin No. 701-W on 
famous FMC M&S Oil Fillers—“Standard of the Filling 
Industry.” 


1200 cases an hour! 

Operator places empty case over funnel. 
Bottom flap trips switch, starting case-load- 
ing cycle. Lowering arm rises automatically 
to support case. Pusher arms load cans into 
case, moving case onto lowering arm, 


Putting Ideas to Work 


i , flexibl i 
py ee t//] FOOD MACHINERY AND CHEMICAL CORPORATION 


eases filled case to horizontal position Canning Machinery Division 
for take-away in any direction. Cycle is 
FOOD MACHINERY General Sales Offices: 


repeated when operator places next AND ( 
empty case on funnel. ot WESTERN: SAN JOSE, CALIF. » EASTERN: HOOPESTON, ILL. 
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AC Resistor-type Extended 
SPECIALLY ENGINEERED 


PROMOTE AC’S UNIQUE ONE-PIECE RESISTOR 
CONSTRUCTION THAT INCREASES ELECTRODE LIFE FOR 
LONGER LASTING PEAK POWER PERFORMANCE! 


All Chrysler Corporation car engines requiring resistor-type spark 
plugs fire-up to power perfection with ACs—the spark plugs of 
superior construction. 


As shown in the cutaway circle, AC’s resistor element is completely 
bonded to the centerwire and terminal screw by AC’s exclusive 
copper-glass seal. These three elements, together with the insulator 
body, are fused into a solid, one-piece unit—immuune to separation 
and destructive gas leakage. 


AC resistor elements are made of a patented material containing 
rare metals that will not burn or vaporize. Chrysler car owners 
will notice and appreciate the performance gain made possible 
by AC’s cast-in construction. Tests prove, beyond doubt, that AC 
resistor-type spark plugs last longer and perform better than any 
other spark plug brand. 


Urge your dealers to help their Chrysler Corporation car owners 
bring out the best in power by installing ACs. . . the spark plugs 
with the exclusive cast-in resistor. 


LONGER RESISTOR LIFE, FULL IGNITION ENERGY— 
because resistor makes positive contact between center 
wire and terminal screw. 


NO INTERNAL SPARKING TO SHORT OUT RESISTOR— 
because resistor is fused to ceramic insulator. 


PROLONGS ELECTRODE LIFE, MORE EFFECTIVE 
REDUCTION OF RADIO-TV INTERFERENCES —because 
resistor is closer to gap region. 


OPERATES AT HIGH TEMPERATURES—because resistor 
is made of a durable composition of rare metals. 


5 ELIMINATES ALL MOISTURE THAT COULD CAUSE 
@ BREAKDOWN AND FAULTY OPERATION—because of 
its air-tight construction. 


soon a CO) Fire Ring 
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Shell Spark Plugs are... 
for CHRYSLER CARS! 


PROMOTE AC’S FAMOUS EXTENDED SHELL 
DESIGN THAT POSITIONS THE SPARK PLUG 
DEEP IN THE COMBUSTION CHAMBER FOR 
FULL POWER IGNITION! 


AC Extended Shell design assures your dealers’ cus- 
tomers better combustion at the spark plug gap for 
smoother performance at all speeds—without the 
possibility of excessive side wire burning. 


The positioning of the gap deep in the combustion 
chamber automatically provides more turbulence, 
which increases the scouring and scrubbing action on 
the insulator tip to keep it free of fouling deposits. 


All AC Extended Shell Spark Plugs have been 
thoroughly tested and performance proved in AC’s 
Testing Laboratories, on the General Motors Proving 
Grounds, and in exhaustive road tests covering 
hundreds of thousands of miles and under all driving 
conditions. 





OBSERVE 
THE DIFFERENCE 





ONLY AC OFFERS ALL THESE On the left, note how an ordinary extended tip 
SPARK PLUG FEATURES! plug’s excessively long ground electrode burns 


away. This causes poor spark plug performance 
due to gap growth. Insulator protection, too, 
soon breaks away. 


® Recessed Hot Ti 
P The AC Extended Shell Spark Plug’s shorter 


ground electrode reduces burning and break-off 
Longer Flash-over Path during extreme temperatures. The insulator tip 
is shielded during starts and protected against 
drowning after false starts. Insulator protection 
remains intact. 


lIsovolt Electrode 


Buttress Top Design 











Internal Copper-Glass Seal 
Larger Scavenging Area 


AC SPARK PLUG 4 
Cico Weld Sealed Insulator 


THE ELECTRONICS DIVISION 
OF GENERAL MOTORS 


Spark Plugs ... [hey must be the best! 
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2700 “ayes” 


have it... 


More than 2700 graduate dealers can verify the success 
of The Atlantic Dealer Training Program. Atlantic offers 
its gasoline distributors and their dealers this excellent 
opportunity to obtain complete and practical service 
station management training. 


BASIC COURSE. For new or prospective dealers. Com- 
plete in-station training in mechanics and services plus 
basic courses in service station management. Five weeks. 
INTERMEDIATE COURSE. For dealers with limited 


experience who desire additional management training in 
finances, personnel selection and inventory controls. This 


course requires two and one-half weeks for completion. 


ADVANCED COURSE. For experienced Atlantic 
Distributors and their Dealers who are interested in a 
thorough review of fundamentals and a broad discussion 
of the most advanced management methods and mer- 
chandising techniques. Two weeks duration. 

All of the courses which are described above are con- 
ducted in Atlantic’s Regional Areas. 

For complete information write or call. 

Regional offices: Philadelphia, Pa. +» Providence, R.I. 
Syracuse, N.Y. « Pittsburgh, Pa. + Charlotte, N.C. 


LOOK TO ATLANTIC FOR THE BEST IN MODERN MANAGEMENT TRAINING 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 
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590-H Reattachable Gas Pump Coupling 


HOSE COUPLINGS BY 
SCOVILL ANSWER ALL 3 
VITAL QUESTIONS 


570-H Gas Pump Coupling, Permanently Attached 
A, 


520-H Fuel Oil Coupling, 
Permanently Attached 


When you next specify fuel oil and gas pump couplings, 
ask yourself these 3 vital questions. . . 


| Where can I get economical, dependable couplings? Scovill was the first to design and 
manufacture couplings for modern hoses—and is, today, the nation’s leading supplier of fuel 
oil and gas pump couplings. With Scovill couplings, you are assured top quality, trouble-free 
operation. Anchorage on Scovill couplings is positive and permanent (Scovill couplings are 
subjected to as many as 7,000,000 cycles in flexing tests without signs of failure!) Scovill 
ferrules are of high strength, cold drawn copper alloy with straight sides that parallel the 
body. They have rounded edges—will not snag on curb stones or shrubbery. And the retaining 
grooves in female section hold washer in place—prevents loss when coupling is disconnected! 


2 Where can I get immediate delivery? Scovill maintains a wide range of strategically placed 
sales offices and warehouses. They stock a full line of all couplings—from 34” to 3” in fuel oil 
couplings . . . and all standard sizes in gas pump couplings. Orders are processed and shipped 
without delay. © Where can I get immediate service and expert advice? Scovill has the largest — 


and the finest —sales and service force in the industry. They stand ready to consult with you 
wherever and whenever you wish. For complete information, write: Scovill Manufacturing 


Company, Industrial Coupling Division, Waterbury 20, Conn. ane: <) Soo 
Hose couplings by SCOVILL 


MAIN OFFICE: 99 MILL STREET, WATERBURY, CONN. * CLEVELAND: 4635 W. 160TH ST. + GREENSBORO: 1108 EAST WENDOVER AVENUE + HOUSTON: 2323 UNIVERSITY BLVD. 
SAN FRANCISCO: 434 BRANNAN STREET + TORONTO: 334 KING STREET, EAST 
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New ! 
Versatile ! 


(Wayne) ECONOMY AIR COMPRESSORS 


- * Mobile Road Service « Service Station Stand-by 
or: 
¢ Home Hobby Shops « Farms * Small Service Stations 


Y% or % hp electric motor. 20-gal. air receiver. With % or 14% hp gas engine. Base mounted with pulsation chamber. 


@eeeeeeeeee eee eeeeeeeeeeeeeeeeeeeeeeeeee ee eee 


@eeeeeeeeoeoeoeeeeeeeeveeeeeeeeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeeneeeeeeeeeees 


Wayne Economy Compressors are available with a choice 
of engines, mountings, and operation to cover a wide 
variety of ‘‘little air’’ uses. With gasoline engine, they are 
excellent for service station stand-by in case of power 
failure. On the back of your service truck, they can make 
extra dollars for you on road service calls. For portability 
on farms and in paint shops, they can’t be matched— 


Portable or stationary... 


convertible at any time 


These are low rpm, true reciprocating piston air com- 
pressors, conservatively designed to eliminate the repair 
headaches usually associated with utility machines. With 


them, you get such important features as low operating 
speeds, deep heat-radiating fins, easily removed head 
valves, and large-bore, long-stroke compressor blocks— 
all contributing to long service life at a low cost. 


just put the wheels on them and roll them anywhere. 


Get a Wayne utility unit with big compressor quality at 
small compressor prices. See your Wayne distributor 
today ... or write for descriptive literature. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation « Salisbury, Md. 


NATIONAI 
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SAVES MONEY... 
CUTS UNLOADING TIME! 


... that’s what LEADING OIL COMPANIES say about the 


“VAPOR-FLO” MOTORPUMP 











66 This pump is less expensive than the self-priming 
type pumps which have been specified for unloading 
operations. It is very little more in cost than a reg- 
ular centrifugal pump of equal capacity. 99 

66 It has the unusual characteristic for a centrifugal 
of being able to pump gas or air and therefore 
particularly well suited for transport unloading 

Vapor-flo’ Motorpumps are built in service. ae 

2 to 7!5 hp sizes with threaded dis 


ve . lA 2” . , : 
charge connections from 112 to 3” for 66 | will pump continuously, even under severe vor- 
deliveries to 425 gpm. Time-tested, 


texing conditions normally experienced at the end 
fool-proof mechanical seals are stand 


of a tank truck pumping operation. It will also 
operate where partial vaporization occurs due to 


sun heat or extended down times. es 
66 |« is suitable for dual service in loading and un- 

loading operations and has ability to strip cargo 

hoses. Re 
oe The cost advantage of this pump is a primary 


A patented diverging impeller with consideration . . . slightly more than straight cen- 
fewer blades enables the pump to trifugals but less than centrifugal — positive dis- 


handle air or gases. This patented fea placement combinations. a8 
ture will not let the pump clog or 


ard and give long drip-proof service 


vapor bind 











OTHER INGERSOLL-RAND PUMPS FOR BULK PLANT SERVICE 


MOTORPUMPS SELF PRIMERS CRADLE-MOUNTED 


HORIZONTALLY SPLIT, DOUBLE SUCTION 


of pump progress 


from the leading manufacturer . . . 


Ingersoll-Rand 


78A9 11 Broadway, New York 4, N. Y. 
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Each Lighting Requirement Needs An 


ENGINEERED LUMINAIRE 


Specifically For That Particular Application 


Offers A 


C MPLETE LIN Of Service Station Lighting Equipment 
E For Each Lighting Need!! 





HORIZONTAL “WRAPAROUND SUPER T’’ LIGHTS 


For concentrated lighting on pump islands with side lighting. 
Recommended mounting heights 9 ft. to 12 ft. high. 


Side ——___ light 








as 


Se ee 8S 
Sy eB as ere 
Pe Ve ER ME MRP OM 





CANTILEVER LIGHTS 


For lighting pump islands and surrounding areas. 
Recommended mounting heights 12 ft. to 16 ft. high, 


FEBD/SE “ure 


/ Powerful, controlled mas 
Down Light 











FLUORESCENT FLOOD LIGHTS 
For perimeter and area lighting. 
Recommended mounting heights 12 ft. to 16 ft. high. 





INSTALLATIONS OF COMPCO LIGHTING 


BEFORE AFTER 


—-_ 
—— | 


ieee Di : 
aie: 


COMPCO CORPORATION 1800 N. Spauiding Ave. » Chicago 47, Iilinois « 
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Permeation Barrier 





lengthens hose service life 


Ordinarily the reinforcing layers of an oil loading hose, 
Figure 1, are penetrated by damaging oil hydrocarbon mole- 
cules that can cause separation between the internal com- In ordinary oil loading 

= hose, ti f 

ponents of the hose. This separation often leads to costly ee ee 
; ’ the carcass by mole- 

early failure of the hose. FIG.1 cules of oil can cause 


: - ae : . ” ply separation .. . re- 
That is why Gates Oil Suction and Discharge Hose, Figure sults in early failure. 


2, is made with a protective layer of special rubber compound 
between the tube of the hose and the layers of carcass fabric. 
This protective rubber compound acts as a barrier to permea- 


tion and damage by the oil hydrocarbon molecules. » tn Gates OW Leading 

= uw Hose, a permeation 

As a result, Gates Oil Suction and Discharge Hose gives _ Fig. Battier protects the 

3 stiod of s ioe life. reducine ¥ hnee to carcass from penetra- 

you a long, extra period of service life, reducing your hose re- om: ten elk eee 

placement costs. ... greatly lengthening 
hose life. 








Gates 0. S. & D. Hose is quickly available from distributor or 

warehouse stocks in all major industrial areas. See the yellow 

pages of your telephone book. The 
Mark of 
Specialized 


The Gates Rubber Company = *"" 


Denver, Colorado 
' . <EERPS  . 
OP- 1-5-9 OUI Me Mror-Vol lato a lel-y- 
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TPA 67% 





STURDIER 
CHASSIS! 
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CHEVY’S PUT TOGETHER 
TO STAY TOGETHER... 
~ TO CLAMP DOWN ON COSTS! 


NEW STRONGER CAB CONSTRUCTION . . . to add 
years to the life of your truck. Tough 
new steel braces reinforce cab underbody, 
help keep cab tight and solid, provide a 
sturdy foundation for long cab life. 
Husky new box-section pillars frame door 
openings; keep doors in lasting alignment. 
New roof panel is double walled for extra 
strength. 


NEW STURDIER CHASSIS COMPONENTS . . . steel 
muscled truck stamina where it counts! 
New frames provide a new box-section 
rail design that’s stronger than ever; 
torsional stiffness is increased up to 
180°! Massive ‘X”’ or “‘K”’ brace cross- 
members resist damage from frame twist- 
ing like never before. And brakes are 
bigger, for longer brake life and safer 
stopping. Bigger capacity suspensions and 
axles boost load-carrying ability. 
TRUCK-BUILT V8’s AND 6’s . . . famous Chevy 
engines that know the most about saving 
money on fuel and maintenance. Brawny 
forged crankshafts assure extra 
endurance; long-lasting precision bearings 
minimize wear; full-flow oil filters protect 
moving parts from harmful dirt. These 
and many other truck-built engine fea- 
tures provide sure dependability that 
keeps your maintenance costs down for 
extra thousands of miles. 


NEW HEFTIER SUSPENSION protects everything 
from wear and tear ... and gives the 
ride that’s revolutionized trucking. 
Chevy’s new independent front  sus- 
pension system is as tough as it is smooth. 
Rigid control arms, strong alloy steel 
torsion-bar springs, new low friction 
steering linkages are engineered to take 
your toughest runs with strength to spare. 


steel 


Here are the strongest truck components known 
assembled lastingly, with care and craftsmanship. It’s 
Chevrolet’s way of making sure you get maximum truck 
life; extra assurance of higher profits because of far 
fewer maintenance and repair charges. 


@ When it comes to putting out a good day’s work at 
least expense, a ’60 Chevy truck knuckles under to nobody. 
Because, as we’re showing you here, Chevrolet’s building 
"em tough these days, even tougher than ever before. 
And that’s saying something when you consider how 
Chevrolet trucks have stood up over the years. Here’s a 
typical example: 


160,000 miles on a truck-busting job—and still going strong! The strength 
and stamina of this Chevy heavyweight has paid off handsomely for Emil 
Horwatich, Pewaukee, Wiscon- 

sin, gravel hauler. This tandem 

axle Chevy with Workmaster 

V8 has logged 160,000 miles 

in the toughest kind of service: 

hauling maximum loads about 

2,200 miles a week, slogging over 

off-the-road terrain much of the 

time. “This baby just won’t 

quit,’’ Mr. Horwatich says. 

*“‘She’s a real money saver.” 


That kind of performance has been Chevy’s stock-in-trade 
for years; and the ’60’s are designed to put out even more 
of it. Next time you’re in the area, drop by your Chevrolet 
dealer’s. Find out for yourself why more truckers than ever 
before are getting more work and earnings out of Chevrolet 
trucks. And make sure you test drive a ’60 Chevy. You’ll 
wonder how you’ve managed without one! . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 


1960 CHEVROLET STURDI-BILT TRUCKS <xcggesay 
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Autolite Battery 
winners 
head for 

SWAY Hawaii, 
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Bermuda, 
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a fabulous 


7-day adventure for 2 
under tropical skies! 


BERMUDA 
ACAPULCO 


iN 


HAWAII NASSAU 


YOU ONLY COMPETE AGAINST DEALERS IN YOUR OWN 
REGION! Here are the 5 Autolite regions and where the 
winners of each region will go: NEW YORK—Bermuda; 
CLEVELAND—Bermuda; DALLAS—Nassau; CHICAGO— 
Acapulco; SAN FRANCISCO—Hawaii. Be one of the 
winners who will go tropical. Enter Autolite’s Tag-Line 
Contest today and every day! 


Autolite Tag-Line Contest offers 
dealers all-expense-paid holiday 


Glorious all-expense-paid vacations of tropical fun 
for two! Sound like your kind of fun? Winning dealers 
will be going and it’s easy to be one of them! You 
go when you want...and you only compete with 
the dealers in your region as shown on the map. 


Here's how you win: During August, September and 
October every Autolite Battery will bear a Tag-Line 
Holiday self-addressed, postage-paid entry form. 
Just write in why you like to sell Autolite Batteries 
in 25 words or less, and mail it. That's all! All entries 
will be judged for aptness and originality. You'll 
compete only against the dealers in your region. 
And remember: Every Autolite Battery will come 
with a Tag-Line form so you can enter for every 
battery you handle. 


The Electric Autolite Company, Toledo 1, Ohio. 


+AUTOLITE. Batteries 


Now! Autolite sponsors the election news with Dave Garroway on NBC-TV TODAY Show—and “News on the Hour,” NBC Radio. 
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Perfect pick-up for ali cars, small trucks! 


AVER SWIVEL ARM 


SINGLE POST FRAME LIFT 


pew 


The new Weaver Swivel Arm Single Post Frame Lift 
gives service stations complete flexibility in car handling 
at relatively low cost. It is engineered to raise any Amer- 
ican or foreign car or any pick-up truck, regardless of 
frame construction, at the chassis pick-up points recom- 
mended by the manufacturer. 


Long-reach reinforced lifting arms, rotating from a 
narrow, one peice all-welded center section of extra- 
strength solid steel, swing easily to under-chassis lifting 





points. Movable adapters can be adjusted to four height 
positions. No attachments are needed. 


This new Weaver Swivel Arm Single Post Frame Lift 
offers many new and exclusive design features for safety, 
fast handling and convenience. It requires minimum 
space. Three models available: Air-Oil Operated, Semi- 























Hydraulic . . . Air-Oil Operated, Full Hydraulic. . . 
or Electric-Oil Operated, Full-Hydraulic. For complete 





information write us for catalog No. 842. 











ALSO AVAILABLE—-NEW ROLL-ON LIFT 


Another new product of Weaver Engineering! 
New Single-Post ‘‘Low Wide Runway” Roll-On 
Lift handles wheel treads from small foreign cars 
to the wide tread Pontiac. It is believed to be the 
only Roll-On Lift equipped with a bolster sec- 
tion which will permit bearing one-half its rated 
capacity load on one end of the superstructure 
with no load on the other end. Write for inform- Versatile Four-Position Height Adapters e Illustrations 


ation today. 


4 GOLDEN ~, 
NY ANNIVERSARY 
1910-1960 47 


above show the four height positions—5” —7 4"—8 %” and 
111%” from floor, with lift down. These advanced design 
movable adapters eliminate need for extra attachments. 
Adjustment is simple. 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL., U.S.A. 
Division of Dura Corporation 


ETE LINE — AND NO ONE BUILDS IT BETTER THAN WEAVER 


SERVICE SHOP EQUIPMENT 


eee eee eeeeeeeeeeeeeeeeee 


0 YEARS. SERVING THE ‘AUTOMOTIVE SERVICE ‘INDUSTRY 
Complete Weaver line includes: Twin Post* Lifts © Triple Post Lifts* ¢ Frame Type, Roll-On and Free-Wheel Single Post Lifts @ Unit 
Lifts ¢ Bumper Jacks @ Car Washers ¢ Wheel Alignment Equipment ¢ Headlight Testers e Brake Testers e Wheel Balancing 
Equipment ¢ Jacks ¢ Wheel Dollies © and Air Compressors, (*Registered Trademarks) 


NATIONAL PETROLEUM NEWS °* July, 1960 








For Dependable Air Service 


If you use compressed air, you'll do better with 

Brunner. The nearly forty jobs in garages, NEW WATER COOLED 
service stations and repair shops that depend on AIR COMPRESSORS 
compressed air are important jobs. Shut-down FOR 

on any one of them is costly .. . and such costly BIG AIR DEMANDS 
shut-down is what Brunner dependability has 
been eliminating since 1906. 

Brunner air compressors are tailored to fit 
your layout in sizes % H.P. through 50 H.P., 
single and two stage models. There are hori- The new WJ and WK line is designed for 
zontal, vertical or remote tank jobs for “start- Truck Service, 10-15 Pit Large Car Dealers, 
stop” or continuous operation. Famous Brunner Refineries, Bulk Plants. In sizes from 10 H.P. 
“slow-speed” design cuts wear of moving parts through 30 H.P. Request Bulletin 763 for com- 
for longer life and dependable air supply. plete water cooled air compressor specifications. 


JUST OFF THE PRESS! Air Compressor 
Pocket-Guide full of facts for correct selection. 


Send for your free Guide today. ‘DUNHAM/BUSH 
, Ask for Form #77]. 
BRUNNER DIVISION 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 
DUNHAM-BUSH, INC. WEST HARTFORD. CONNECTICUT + MICHIGAN CITY. morama 


MARSHALLTOWN. (OWA + RIVERSIOE. CALIFORNIA 
suesioranes 
Maat a. we camerane umm (CamAne) To 


WEST HARTFORD 10 e CONNECTICUT e¢ U.S. A. Raa ee ga 


came Bee TO ee 
meer ace eee ene men ee ee 
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2 minutes after start of system under test. Note how fire-extinguishing foam blankets potential fire area. 


This test shows how Grinnell’s Spray-Foam System 
protects hazardous fire areas 


In the dramatic illustration shown 
above, you see a Grinnell Spray-Foam 
System under test at a truck loading 
terminal in Detroit, Michigan. This 
fire-quenching foam system, designed 
for hazardous areas, is especially 
recommended for quelling blazes in 
petroleum base products, such as in 
gasoline, kerosene and fuel oil. Grin- 
nell Systems are effective in controlling 


GRINNELL 


fires in chemicals, alcohols, benzol, 
solvents, paints and liquid gas. 

Grinnell has had 89 years of expe- 
rience in fire protection work. You 
benefit from this vast amount of spe- 
cialized fire knowledge whenever you 
call on Grinnell. For information, 
write or phone Grinnell Company, 
280 West Exchange Street, Providence 
1, Rhode Island. 


FIRE PROTECTION SYSTEMS SINCE 1870 
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Grinnell Fire Protection Systems 
include: 

* Automatic Spray Sprinkler Systems: 
wet pipe, dry pipe, deluge and Simplex* 
* Water Spray Systems with regular 
or Selfcon* (self-contained) water sup- 
plies; Multitrol* or Multimatic* valve; 
ProtectoSpray* nozzles or Mulsifyre* 
projectors 
* ProtectoFoam* systems, producing 
mechanical foam 
* Carbon dioxide systems 


* Dry chemical systems 


*Reg. U. S. Pat. Off. 











To sell more automotive Baad oeeeielese 
‘ii fete] a, 


hi , laa 


CEILING 
Mel=)-14 4 8 


‘Lincoln 
is our 
choice’”’ 


Ronnie Trombley + Larry Peete 
Ronnie and Larry’s Shell Service 
Plattsburgh, New York 


“The attractive design draws customer attention, and is in keeping with our 
new modern service station,’’ Ronnie says. 

“Lincoln is my choice,’ Larry adds, “‘Because of its ease of operation and 
unique styling; also, 1 have found that maintenance-wise, it requires very 
little service.” 


You, too, will find that Lincoln Golden Standard 
Ceiling Lubreels (air or spring powered) give you 

* Trade Name Registered more service profits by delivering more lube jobs 
per hour at a lower operating cost. 


See your Lincoln jobber or write for Bulletin 536. A new color auto- 
motive film on merchandising TBA in lubritorium is now available. 


Write Lincoln film division. 


LINCOLN ENGINEERING COMPANY 


Division of The McNeil Machine & Engineering Co. 
4010 Goodfellow Bivd. + St. Louls 20, Mo. 
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One more way 


unoco helps improve 


Close co-operation between TBA and 
motor oil departments is boosting 
sales for both! 


The people at Sun Oil have learned the 
strong sales relationship between filter car- 
tridges and motor oil. 


By simply promoting the two together at the 
pump area—as you see in the photo here— 
they are developing higher oil ratios ... more 
lubrication business...and heavier volume 
on all under-the-hood items! 


No mystery about it. Market research shows 
that among the nation’s 60 million filter- 
equipped cars, only one out of three has its 
filter changed as often as the car maker 
prescribes! 


This means a wide open sales opportunity ... 
and with Fram co-operation, Sun is reaping 
full advantage of it. 


A Fram Filter with every oil change means 
not only an extra filter profit. It also sells an 
extra quart of oil—for the filter. And it opens 


oil ratios! 


the conversation for other replacement sales. 


Fram Filters provide a sound tie-in for Sun 
because of their high quality and volume 
demand. 


Among the millions of car owners who know 
filters by name, Fram gets first preference. 
And recent nationwide audits show that 
more service stations sell Fram Filters than 
any other brand. 


On top of this, Sun also benefits from 
FRAMARKETING*...the complete sales 
development service that Fram offers TBA 
marketers. This service extends to every 
phase of activity to yield maximum filter 
profits in today’s automotive market: serv- 
ice training by over 100 field men, pre-tested 
promotions and sales tools, intensive adver- 
tising to the driving public. 


Why not program filters high on your TBA 
all-over sales plans now...and use 
FRAMARKETING* to help. For details, 
write or phone National Accounts Division, 
FRAM CORPORATION, Providence 16, 
R. I., GEneva 4-7000. 


SFRAMARKETING. .. the automotive industry’s most complete service 


for development of volume filter business . . 


. through research, train- 


ing, advertising, promotion, sales-aids and personal field assistance. 











Why do so many good 
service stations fail? 


‘lake a good location, a good operator, and sound com 
pany supervision...and, all too often, it becomes a 
statistic instead of a going business within a year or two. 
Cutting the failure rate of lessee-operated stations from 
the one-out-of-four reported by the National Petroleum 
Institute by just 50% would be a great step forward on 
all fronts of the oil marketing scene. 


Because of our work with service stations throughout 
the United States and Canada, we've accumulated some 
interesting data on this problem.. 


might find helpful. 


. data which you 


Where does the trouble start? 


Obviously, there is no easy solution to the problem of 
service station failures...or it would have resolved itself 
long ago. And many of the failures probably can’t be 
avoided. One business magazine editor, considering this 
problem, said there were three common causes of failure! 
(1) Over-extension of credit, (2) Just plain lousy book- 
keeping, and (3) dependence on gasoline as the sole 
source of profit. You might also add under-financing 
to the list. 


Too often, though, failure hits men who do not fall 
into these categories...men with the necessary business 
sense and the desire to succeed. These are the men who 
can be helped by a change in direction. 


The drift in profit focus 


Historically, the mark of the successful service station 
operator has been a healthy proportion of TBA and lube 
sales. This is not so true today. 


Accessory loaded cars riding on longer-life tires have 
seriously dented the TBA market. It has been hit from 
another direction by the low-margin, high-volume gen- 
eral merchandise firms. 





Rising labor costs consume more and more of the 
lubrication profit. In both areas, the Service Station 
operator is losing his profit “generator.” SERVICE 
STATION TUNE-UP FILLS THIS GAP. 

Most modern cars will run 100,000 miles with routine 
care. But they won't run well without a periodic tune- 
up. (We figure tune-up is needed at 10,000 mile intervals. 
Car manufacturers are leaning toward a 6,000 mile 
recommendation.) 


The important thing is this: there is no place to have 
needed tune-up performed. 


Garages aren't prepared for the volume of tune-up 
work needed. They are hard-pressed for mechanics, 
space is at a premium, and they don’t have the frequent 
contact with the driver that’s needed to sell tune-up as 
a regular maintenance service. 

Because of strength in these same areas, it’s obvious 
that service stations should become tune-up centers. 
Thousands of Allen-equipped stations prove the point. 
A co-ordinated program of equipment selection, tune- 
up training, and merchandising leads to important tune- 
up profits. It invariably builds gasoline, lube, and TBA 
volume, too. 


These are our reasons for suggesting tune-up in your 
service stations. They are reasons backed by equipment, 
training, and promotional aids designed especially for 
service station use. The results are a matter of record. 

If you would like to see just how tune-up can be 
profitably applied to your operations, we will appreciate 
a chance to visit with you...either at your office or here 
in Kalamazoo. There’s no obligation, of course, and 
there is considerable promise of mutual profit. 


Cordially, 


CChendel. 





General Sales Manager 





(ALLEN) 


ALLEN ELECTRIC and EQUIPMENT COMPANY 


2101 NORTH PITCHER STREET 
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KALAMAZOO, MICHIGAN 
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ARMS PIVOT 
.. easy to adjust ofl 


—_—— 


> / 
oO” | 


FP-46 
Ne Frame Lift 


Time-saving flexibility in pick-up range combined 
with strength and rigidity for safety . . . these are the 


| 
ARMS TELESCOPE 


..feach of 88", x Ra . BS ia ce 
spread of 87” a im y tile lift for all service work and many repair jobs, it 


big features of the Rotary FP-46 Frame Lift. A versa- 


lifts all makes of cars easily, including the newest 
compact and foreign models. Specify the Rotary FP- 
46 Frame Lift with either Airdraulic or Full Hy- 


PICK-UP PADS ROTATE 360 draulic Jack for faster, safer, more efficient service. 
... adjust to three heights 


Servicing flexibility—Overall width of lift is only 26” 
This extra-narrow construction provides more accessibility 
to mufflers, tailpipes and other under-car parts and permits 


narrow tread vehicles to straddle the lift easily 





a erat 














Pick-up point flexibility—This New type arm construction—A 
close-up photo shows how the F P-46 formed steel arm with welded in- 
pick-up pads are set to reach the _ terior reinforcing bar is used instead 
specified pick-up position on the of the usual heavy bar stock. This 
Chevrolet Corvair. The recessed reduces weight, making arms much 
contact point is inaccessible to some easier to swing while maintaining 
types of lift supports rigid Rotary safety standards 


ROTARY LIFT COMPANY 
Division of Dover Corporation 
MEMPHIS, TENN. * MADISON, IND. « CHATHAM, ONTARIO 


First name in oil-hydraulic auto lifts—passenger and freight elevators—industrial lifting devices 








A POWER-DRIVEN LIQUID-LEVEL TANK GAUGE THAT 


COMBINES HIGH ACCURACY AND RELIABILITY WITH ECONOMY 





The DYNAMATIC measuring device has a force 


measuring mechanism that consists of a torque 





id] o\-wur- ana le-lalemeorelale-[ei <u ¢.0 ir-laleme-Mrell-Jeli-le\-lamaar-it 
can be any size, shape or material (B). The dis 
placer is suspended on the torque arm by a con 
ventional perforated steel tape (C) and is driven 
Tame-lalemeleh ae) mm cat-mileleile me) ar-Mc-)(-16-11e)(-Win au len ear bi 
servo motor (D). Liquid level is indicated’on a 


dial in the gauge head (E). 





The DYNAMATIC* 8400 Series is a power-driven tank Only the 

gauge that operates continuously to keep a solid-plate dis- DYNAMATIC 

placer at the liquid level. It eliminates troublesome friction Power Gauge Offers All These Advantages : 
problems associated with floats, counterweights and spring * \ inch accuracy at depths from 0 to 60 feet. 


al: ; ‘ a 5” tank gaugi Z acy over ¢ ; 
balances, and provides a 44” tank gauging accuracy over a * A continuously operating servo motor that 


working range of 60 feet. keeps displacer constantly at surface of liquid 
ee level... %, inch sensitivity to liquid-level 
Reliability is insured by the simple force-balance system and changes. 


the use of a solid-plate displacer that cannot leak, be ruptured Automatic operation check through continuous 


by pressure, or ‘hung-up’ to cause tape entanglement. The power gauging action . . . direct reading at tank 
‘ or remotely by electronic adaptation. 

system is unaffected by change of tank product, and needs no ; ale ; 

. soit id: patel - aietcin. f 2 Automatic compensation for variations in tape 

compensation for specific gravity changes. It performs more weight. 

reliably than expensive, sonic systems or electronic probes All electrical equipment in explosion-proof 


and costs little more than conventional float systems. enclosures. 


Trademark For more information on the new DYNAMATIC 8400 Series, 
write for VARE Bulletin CP3705, Dept. NPN-1152-1. 


THE VAPOR RECOVERY SYSTEMS COMPANY 
2820 North Alameda Street * Compton, California 


Branches and Representatives in Principal Cities 
TRADE @® MARK 
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MOST 
TALKED-ABOUT 
NAME IN 


TBA 
CIRCLES 


THE 


GENERAL 


From coast to coast, the General Tire and its full line of 
quality-built tires, batteries and accessories is a proven 
profit-maker for oil marketers large and small. With all-out 
support at all levels, the General Tire offers you and your 
dealers more to sell... more to earn. Look into the General 
Tire TBA program today: It’s ready-made for you and 
... ready to go! 


e@ Complete line of passenger, truck and farm tires 

@ Consistent and concentrated advertising help 

e Complete marketing and merchandising programs 

e Warehouse facilities as near as your telephone 

@ Sales training aids designed to boost sales and profits " fey, 


zi 


write today to: es = . ~\ het nakes ‘Np 
W. A. ROBINSON ae : # your sales 
TBA SALES MANAGER Tacmotieron 2 jump to 


attention | 
| 


THE GENERAL TIRE & RUBBER CO. * Akron, Ohio 
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TANK CAR & 


ra TRUCK HO Hose questions? H-R has the answers! 


This comprehensive book on Marketing Hose is filled with: 


Valuable technical data Braids Hose construction 
Specifications Weights Application suggestions 
Hlustrations Lengths Hose coupling selections 
Sizes Working pressures Manufacturing processes 


For your guide to better hose selection, consult your H-R representative or 
write Hewitt-Robins, Stamford, Connecticut. Ask for Bulletin 7-48, 


H-R Petroleum Hose is stocked at factory warehouses and by hundreds of 
Oil Equipment Servicing Distributors throughout the country. Write us for 
the one nearest you. 


(@HEWITT-ROBINS, 


OIL HOS 


THE NAME THAT MEANS EVERYTHING IN BULK MATERIALS HANDLING SYSTEMS... 
CONVEYOR BELTING AND IDLERS - INDUSTRIAL HOSE - VIBRATING FEEDERS, SCREENS & SHAKEOUTS - POWER TRANSMISSION EQUIPMENT 
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Iimken-Daetroit Trailer Andes 


lop them all 


in lightness... savety... ruggedness! 





That’s why most operators specify and insist 
on Rockwell-Standard quality built axles 


TK-500—The Standard of The industry! 
“Torture-tested” for safety . . . hot pierced 
induction hardened spindles for greater 
strength at less weight. Spindles and forged 
steel brake spiders are electronically welded 
to axle for lighter weight and better brake 
performance. Designed for maximum safety, 
less maintenance and more payload. 


NEW TH-500 Series Trailer Axie—A lighter ca- 
pacity trailer axle with all of the time-proved, 
premium features of the TK-500. Ideal for 
vans, low-beds, and auto haul aways because 
the TH-500 will accommodate both single and 
dual wheel applications. 


TKP-500— Provides a power take-off unit for 

yperating refrigeration equipment and other 

mechanical devices. Eliminates need of an 

auxiliary gasoline engine on many trailers 

¥} &-yum oo) dam Tah at-] Mm oves-) ala le ME ole]-) aN) Mme) el-1¢-] dlela 
reduces maintenance, eliminates noise... 

mproves load distribution 


Aprbther Fhoduil of... ROCKWELL-STANDARD 


CORPORATION 
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That nerve-racking ‘“‘thumping’’ comes from flat- « 
spotting on nylon tires. That’s a problem no amount 


of balance weights can overcome. What do you do 
next? Recommend tires made with TYREX® tire 
cord. You speak with assurance because—for two 


Tyrex Ine., Empire State 








years straight —all of America’s car makers specified 
tires with TYREX tire cord on their new cars. But 
a smoother, quieter, thumpless ride is only half the 
story. When you talk tires, takk TYREX cord... 
quote the other facts listed on the right. 


Bldg., New York 1,N. Y. TYREX (Reg. U.S. Pat. Off.) is a colle 
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TIRES MADE WITH TYREX TIRE CORD GIVE YOU THESE EXCLUSIVE SELLING POINTS 


@ Give better mileage—as proven by test! 
@ Run cool for greater safety at highway speeds! 


@ Stronger in resistance to impact! 


@ Resist cross-sectional ‘‘growth”’! jee ( ORD 


of Tyrex Inc. for tire yarn and cord. TY REX tire yarn and cord is also produced and availabl 


e in Canada, 
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SOME COMMENTS made by 
oil marketing management men 
ABOUT ADVERTISEMENTS 

in the February 1960 

National Petroleum News 


THAT SHOW HOW 
ADVERTISING IN NPN 
contacts, interests 
and SELLS the men 
you have to contact 
and sell. 








Gp ~~ 


Up front in the staring sixties 


= | 


Oxnmarm cor 





) ¢ ®) 


COMPC 
cantilever lights 


SS 


SEE: 
FEEL the differen 


When you upe 














“We are going to have to buy some 
pumps for our stations...I’ll call the 
Tokheim representative here to get the 
full specifics and details for our needs. 
If the price is in line, we will probably 
order.” Manager, Oil Distributing Co. 


“...I also would like to know the metal 
it is composed of...I have asked our op- 
erations people to get more information 
about this light. I’m so interested in it 
that I intend to go into it much further.” 

Sales Manager, Oil Co. 








“wei” , 
Cawnt 
44 cay Be 
at won a9 4 


CAN CLOSING MACHINES 











has added a 
new dimension to 


(ORoNITE) 


lube oil additive performance! 


¥ ORONITE CHEMICAL COMPANY 








WHICH ORUM 
WILL HE REORDER? 


POW! 


“UprK 











“We were interested at the time in can 
closing machinery. We are going to be 
needing one. We are going to replace 
what we have — it’s a necessity... Pos- 
sibly we'll contact them for more infor- 
mation on price and so on. We may 
purchase it when the time comes that 
‘we need it.” 

Treasurer, Oil Distributing Co. 


“,...We are always trying to get im- 
provements in additives to improve 
high and low temperature detergency 
characteristics with high dispersing 
qualities. That’s what everyone in the 
lubricating business wants—to upgrade 
the quality of products we are selling 
-.-The manufacturer has come up with 
something that will do a better job at 
no more cost. We are interested.” 
Manager of 
General Wholesale Dept., Oil Co. 


“...They are promoting advertising on 
the outside of the drum, which I believe 
in and favor... He is selling the avail- 
ability of a better looking drum that 
serves also as an advertisement...I 
will undoubtedly discuss this with our 
New York office. We might write for 
more information after a preliminary 
discussion.” District Manager, Oil Co. 








(n+ 


ear pe 


NEW WEAVER TWIN POST LIFT 


_ Universal Rear Wheel. Adapters 


weve SERVICE SHOP EQUIPMENT 
ve — 











FASTER DELIVERY, LOWER COST PER FUEL DROP 


OPws wizw <t 


LIGHT ft 














“,,.Weaver is not too well known here 
...I read through to see if it would be 
better than what we now use, as lifts 
are very controversial, with all the new 
foreign cars to be serviced...I intend 
to find out where I can see one...I 
really want to see it.” 

President, Oil Distributing Co. 


“...I took extra time to study this ad 
because it seemed to be the exact thing 
I have been looking for. Sometimes they 
get these things so complicated the men 
can’t figure them out...I have already 
taken care of this by recommending 
that my company investigate these 
valves. There is a possibility of instal- 
lation of new equipment.” 

Field Operating Supervisor, Oil Co. 





Ce ee 


FRUEHAUF MAKES IT EASY 
TO BUY THE RIGHT TANK! 








RED JACKET 


Pt Mi} 


The neweat and most practical design 
of Petroleum Pumps 


REO JACKET MANUFACTURING COMPANY 
- Pewee hevipm ent Ore Ber 870 Oecenean wwe 











“,,. Anytime I see a picture of a tank 
car I read up on it so I don’t miss any- 
thing new. That’s one of the main rea- 
sons I take National Petroleum News, 
so I can keep up with the latest equip- 
ment for my business.” 

Owner, Oil Distributing Co. 


“T in my position and we as a company 
are deeply interested in remote pump- 
ing systems...I¢ saves us time and 
money because there is less space 
needed and less maintenance...I’m 
waiting to see the representative of 
Red Jacket now. I'll take the data into 
consideration and we'll see about in- 
stalling it.” 

Manager of Market Operations, Oil Co. 


“,..This looks as if it would be most 
efficient... It should save costs through 
reduction of unnecessary deliveries... 
I wrote a letter to HRB because I was 
very much interested. People I know in 
the industry have used similar ma- 
chines but older models, and I got their 
reactions to this.” 

Fuel Oil Manager, Oit Co. 


Quotations summarized here were 
obtained in the McGraw-Hill per- 
sonal interview (Reader Feedback) 
research into the readership of 
advertising in the February 1960 
issue of National Petroleum News. 
The full text of these and other 
quotations — on these and other 
advertisements in that issue —can 
be obtained from any NPN adver- 
tising representative. 


NATIONAL PETROLEUM NEWS 
For Oil Marketing Management 


GEER A McGraw-Hill Publication, .»*** «, 
@ 330 West 42nd Street, :@), 


New York 36,N.Y. *®ean 











each time a customer buys one of 
these DILL Air Pressure Gauges... 


Special eye-catching display card sells gauges anywhere it is 
placed .. . on table, shelf, or hung on wall. 


Gauges are packed separately in clear plastic bubble, which 
guards against pilferage, and keeps gauge clean. 


Copy on display card is self-selling .. . tells customers why 
they need this accurate instrument. 


Tests have shown this to be a fast-moving item ... be sure 
each of your stations has an adequate supply. 
These gauges are great goodwill makers, encourage their use as 
giveaways to good customers when closing a sale of a set of new 
tires, or as a traffic builder at a special low price. 








Air Pressure Gauge — Pencil type — Display Package No. 7213 


RETAILS FOR $14.10 Specify display card 
Dealer Cost when ordering 


Your PROFIT $ 3.60 Or Up To 60¢ Each 


Every Week Correct Presmure 











The DILL) Manufacturing Company 


DEPT. N-7 * 700 E. 82nd STREET *« CLEVELAND 3, OHIO 
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A MOMENT’S REFLECTION wil! 
remind you that gasoline pumps are the most 
looked-at equipment in any service station 


and the pumps that put your best foot forward, 


for styling and accuracy, are Smith 
™ Ea a 








Heart of every Smith-Erie pump 
is the famous A. O. Smith PM-2 meter 





Worth looking at! Worth looking into! Every Smith-Erie pump 
is equipped with the A. O. Smith PM-2 meter — standout accu- 
racy regardless of flow rate or pressure. Quality-built for longer 
life, the PM-2 features hard-rolled, stainless steel liners 


heavy-duty stainless steel ball bearings . . . cast aluminum alloy 


2 great pumps 
to serve you better 
: ‘ Smith-Erie makes them both! The “Salesman 48"' 
body members . . . permanent mechanical seal . . . self-lapping modern, streamline, just 48” in height the 


oe ee : _ ee bo ae ae - imitated pump in the industry. And the ‘‘L-3"' 
valve seat. And self-purging design disposes of water and sedi abis's sinning duiens dt eaten saben 


most 


ment — reduces profit-robbing maintenance to a minimum. 
Smith-Erie offers a broad and completely integrated product 

line. Besides gasoline pumps, Smith-Erie produces petroleum irouak: venanah gs @ better 

meters in a complete range of sizes and pressures, airport and ‘ 


marine dispensers, hand pumps plus a wide range of accessories. A 0 mite 
Write direct for the complete story. st 


. © 


Smith- Division 


Atlanta 5, Georgia; Chicago 3, Illinois; Houston 2, Texas; Los Angeles 17, California; New York 17, New York 
to 12; Vancouver 1 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A 


Litho in U.S.A 





THE CAP 
THAT STAYS 
ON— 

EVEN WHEN 
IT’S OFF! 


CONTINENTAL’S NEW ALL-PURPOSE FLIP CAP 


Continental presents new packaging beauty with econ- 
omy and convenience, too... Flip Cap* can, with drip- 
less pour spout, is perfect for practically all liquids and 
granulated products now packaged in round or oblong 
nozzle-type cans. 


Yontinental’s new plastic Flip Cap is permanently 
hinged to its dripless pour spout—snaps back and stays 
open, snaps shut and stays shut. Inserted into the top 
of the can after tilling, Flip Cap permits higher filling 
speeds through a larger opening. And the top of the 





Available in a wide variety 
of sizes and shapes 


*Patents pending 
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container can be fully lithographed—no solder splashes, 
no flux spots or heat scorching. For the full story, 
ASK THE MAN FROM CONTINENTAL! 


Cap can’t be lost—permanently 
attached by a hinge. Flip Cap 
is available in either Y2- or 
¥Y%-inch opening, and in a va- 
riety of colors. 





Applied after filling, Flip Cap 
nozzle can be inserted auto- 
matically at 200 per minute. 
Full lithography on top of can. 


E CONTINENTAL CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 S. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay St., Toronto 1 
Cuban Office: Apartado 1709, Havana, Cuba 





DELCO PUTS STEAM 


The Come-hither... 
Bring them in with the 
Delco Coin Caddy, a handy 
little gadget that clips to 
the sun visor of your cus- 
tomer’s Car, carries small 
change for parking me- 
ters and phones. Acolor- 
ful pair of signs (one 
weatherproof) invites 
prospects in to get a 
free battery check 

and FREEcoincaddy! 


Quality built by 
Delco-Remy . . 
distributed *nation- 
ally through 


wi ULMES & 


_ mnee woroes syste 


SPRINKLE 
SPRAY IRON 


The Clincher. . 

A Casco Sprinkle ¢ IDS atte tris 
Spray Steam Iron, ££ p CASCO Spirit Gey 
brand-new on the rae 


AY baw 
market. Every cus- a mE 4 
tomer who buys a 
Delco Battery from 100% FRESH | 
you may have this { DELO ORY CHAMRE 
wonderful new iron 
for only $11.95! 


The Aiciecee iat 

You never saw an easier, more effective promotion. All you 
do is give your customer a coupon. He fills it out, mails it to 
Casco with his $11.95, and they ship the iron direct to him, 
postpaid. The only iron you handle is the one on display, 
and you keep it or se// it after the promotion is over! This 
money-making deal is part of Delco’s big Double Check pro- 
motion. Check the details with your Delco supplier today. 


[fame —_—— —_—_— _— —— — 


BATTERY 
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the Fiuell 


in FLYING 


in FUELING 


Jet aircraft are the finest in 
the skies today. To keep them 
there requires the very best 
in aircraft fueling service 
and refueling equipment. 


At most of the nation’s major 
air terminals you’ll find 
Standard Steel Works name 
on the Refuelers used by 
these famous names in 
Fueling Service. 


the Fimell 
in FUELERS 


a — 


\~ 





Standard Steel Works, Ine. ° nctewooo. ws. Srarranaure.s.c_ 
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A casual examination of the old tire valve at the right 
might miss the serious damage at the seating surface. 
This snap-in valve was carefully removed after success- 
fully performing throughout the life of one tire. Only 
a comparison with the new, fresh valve shows why it is 
not good business to leave the old valve in the rim 


when mounting new tires you sell. 

Schrader Tire Valves are the finest in the world, and 
they are engineered to outlast the finest tire. BUT 
rubber ages, loses elasticity upon which the ideal seal 
depends. It’s far better business to be sure a valve is as 
new as the tire it serves. 


Remember: Always install a new valve with every new tubeless tire you mount. 


® 


edivisionof SCOVILLE 
= 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 


Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 
FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


Made in America to American Standards of Quality 
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NEOPRENE 








= gr uae! 


The first of its kind in the U. S., this dock-side plant for cleaning tankers uses oil-resistant 
neoprene hose to finish in hours a cleaning operation that previously required days at sea 


NEOPRENE HOSE HELPS CUT 


CLEANING TIME FOR TANKERS BY 75% 


- 
‘ 


Oil-resistant neoprene hose helps achieve remark- 
able efficiency at this land-based tanker cleaning 
station. Sludge, oil residue, gas and scale are dis- 
charged from tankers... then tons of hot and cold 
water, mixed with powerful detergents, are pumped 
in... all through hose made of tough, durable 
Du Pont neoprene. 

Neoprene synthetic rubber not only resists 
oil and heat, but also sun, weather, aging and 
abrasion. This unique combination of properties 


helps keep downtime at a minimum. The result: 


a saving of 75% in the time required for tanker 
cleaning. 

Here in marketing, as in the other divisions of 
the industry (exploration, production, refining), 
neoprene’s unique combination of properties is the 
key to lower hose maintenance costs. Whatever 
your oil handling problem, there’s a hose made of 
tough, durable neoprene to fit your needs. Call 
your local rubber goods distributor for the facts. 
E. I. du Pont de Nemours & Co. (Inc.), Elastomer 
Chemicals Department NPN-7, Wilmington 98, Del. 


NEOPRENE 


SYNTHETIC RUBBER 


REG. u 5. pat, OFF 


Better Things for Better Living .. . through Chemistry 
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The HEART of any bulk plant— 
is the PUMP that's on the job! 


a ” ‘ 
> Pm. 
> ” Fue Oi 


% 


¥ 


Dik BURWERS - SALES « SERVE 


¥ bybu 


One MARL 


over 


Mack Oil Company is one of the 
largest bulk plant operations in the 
Berwyn, Pennsylvania area. They 
serve home fuel oil customers within 
a 15 mile radius of the plant where 
Mack operates a fleet of 10 home 
delivery trucks. All are equipped 
with Marlow 2C2G Truck pumps 
for high-speed, home delivery. 

To keep pace with growing cus- 
tomer demand and truck delivery 


Marlo 


PUMPS 


Morton Grove, Illinois 


7,000,000 
for MACK _ 


W has pumpeé 


— 


— 


rates, Mack replaced two positive 
displacement pumps with one Mar- 
low 4E2EL and has more than 
doubled their loading capacity. To 
date the new Marlow at the heart 
of the system, has handled over 
7,000,000 gallons of #2 fuel oil 
without skipping a beat. 

Harold McCorry, Vice President 
of truck and bulk plant operations 
says, ‘We are completely sold on 
Marlow pumps and will continue 
to use these dependable units in the 


gallons the first year 
F BERWYN --- 


future. We’ve tried all types and 
Marlow is the best we’ve ever used.” 

Once you’ve used Marlow’s you’ll 
agree that for top efficiency in 
petroleum pumping, they’re unex- 
celled! Whether you plan a mod- 
ernization program or new installa- 
tion it will pay you to investigate 
Marlow’s complete line of pumps 
for every petroleum handling ap- 
plication. Write today for litera- 
ture and the name of your nearby 
Marlow dealer. 


MARLOW PUMPS®°® 


DIVISION OF BELL & GOSSETT COMPANY 


MIDLAND PARK, NEW JERSEY 


Longview, Texas 9-312 
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FACTS FOR JOBBERS FROM PURE OIL: 





PURE helps you with 
your future planning 





PURE’s programming-for-progress plan is a management consult- 
ant service covering every phase of jobber operation. Includes analysis 
of your business, setting objectives, and working with you to meet 
those objectives. In every case you work with an experienced PURE 


representative who takes a personal interest in your future. 


Here are more reasons why you should 
investigate the PURE franchise: 


PURE believes in jobbers—Jobbers are well-known 
and respected citizens of their communities. They are 
intimately aware of local problems and conditions. 


New facilities— When future plans call for building 
new facilities, PURE can help with station or plant 
design and low-cost financing. 


New business—Field-tested sales programs help you 
develop profitable farm, fuel oil, car dealer, fleet, or 
industrial business. 


Credit business— Exchange credit arrangements bring 
tourist business to PURE jobber stations. 


Merchandising help— PURE supplies its jobbers with 
merchandising, advertising, and sales helps, service 
and operating manuals, and sales building ideas. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 








It pays to BE SURE WITH PURE 
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MASTER CR 


(OLUMBIAN 


% 


This Model in Stock 
for IMMEDIATE DELIVERY 


TREAMLINED TANK 
INIMUM COST 


COLUMBIAN SM TANKS are... 


To meet modern delivery requirements, Col- always available. You don’t have to wait for your truck 


_ umbian : ; tank to be made to order... you can drive in your truck... 
- ing: tenon oe ee have it fitted with your choice of three tanks (1) 1200- 
. d . gallon capacity with 5 compartments for 84” CA truck, or 
__ teels, hose and nozzle for quick factory- (2) 1500-gallon capacity with 5 compartments for 84” 
" installation to suit your needs. CA, no side can racks over wheels, or (3) 1500-gallon ca- 


pacity with 5 compartments for 102” CA truck, with side 
L E can racks...and drive it away. 
A TERNAT In addition to volume production savings, availability and 
DESIGN quality equipment, you get all these important features 
at no extra cost: 


e Famous Columbian 3-Point Support. 

e Double Bulkheads for mixed loads. Full flow 2” lines. 

e Weatherproof Cabinets with piano-hinged doors. 

e Exclusive integral mounting directly beneath inside 
partitions. 
Smooth-skin finish, unbroken lettering areas. 
Oversize Bucket Box for hose, reel, meter, pump. 


New Automatic Rear Door, counter-balanced or spring 
loaded with automatic lift handle, permits one-hand 
operation... protects driver. 


Safety Deck Runboards, step and grip at front. 
Hinged Bumper for easy access to faucets. 

New Modern Clearance Lights, fired in aluminum 
conduits. 

Lightweight Pressed Steel Life-Time Fill Plugs. 


Stock Mode! Truck Tank is an economical, 
-gallon capacity unit with 4 compart- 
ents. Combining attractive appearance and 
lent maneuverability, it is ideal for bulk 
ries to service stations or for domestic 





Write today for FREE catalog #TT 158 giving complete 
facts on stock and custom-built models. 


STEEN ‘Master-Crafted by Columbian . .. First for Lasting Strength 


& DO CONTRACT STEEL FABRICATION 





TWO REASONS WHY YOU CAN DEPEND 
ON A WAYNE PUMP 
FOR LONG, TROUBLE-FREE SERVICE 


Continuous duty solo pumping unit 


Provided as standard equipment on all Wayne suction 
pumps, the Continuous Duty Wayne Solo Unit has 
proved in service to be the most durable, most easily 
maintained unit ever built into an island pump. It is 
completely self-contained. Pump, motor, strainers, 
bypass valve, air eliminator, check and pressure relief 
valve, floats—all are housed in one aluminum casting 
to save space, eliminate piping, and increase hydrau- 
lic efficiency. Yet every component is readily acces- 
sible without removing dispenser side panels or the 
Solo Unit. It takes just pliers, screwdriver and wrench. 


eeeeveeveeveeeeeeeeeeeeveee eee 


Corrosion resistant micro-accurate meter 


Perfectly accurate even at very slow rates of flow, the 
Wayne 2PM-3 Two-Piston Meter provides a smooth- 
ness of operation unknown in other designs. It is 
noted for unusually high gallonage through-put. Ad- 
justment, which is seldom necessary, is easily and 
precisely made just by turning a knob. All materials 
have been selected for extreme corrosion resistance. 
In fact, in arecent test a Wayne Two-Piston Meter accu- 
rately measured 3,000,000 gallons of a salt water and 
gasoline mixture without exhibiting any sign of cor- 
rosion damage. 


eeeeeeveeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeee ee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


The Solo Pumping Unit and the 2PM-3 Two-Piston Meter are standard on all 
Wayne 400, 420, 440, 600 and 605 pumps. They reflect the engineering 
skill and quality of construction you will find in every component of these 
pumps. Write for complete data, outlining your dispensing requirements. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


eevee eveeeeeeeeeeeeeeeeewe wee eee eevee eeeeeeeeeeeeeeeeeeeeeeeee 


THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation - Salisbury, Md.- WAYNE PUMP CANADA, LTD. - Toronto, Ontario 
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and now 
PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


; OFFERS 
: Ey FORMS OF COLORANTS 


— 
p — 


GRANULATED: 


free flowing, uniform, lump-free, dust-free, low- 
bulk; extraordinary tinctorial values. 


FLUID CONCENTRATES: 


liquid for cleaner, easier use; eliminates pre-dissolv- 
ing, dusting, operator exposure * less skill and equip- 
ment required + introduced directly into product it 
is the answer to bulk, tank-truck, tank-car, barge, 
terminal and pipeline coloring + involves no addi- 
tional cost compared to ordinary dry dyes and can 
be used with dye eductor equipment. 


POWDERED: 


free flowing, non-caking, excellent solubility, stable, 
long storage characteristics. 


FOR USE IN 


Gasolines — Jet Fuels — Diesel Fuels — Fuel Oils — Lu- 
bricating Oils—Automatic Transmission Fluids—Break-in 
Oils and Greases. 


I 
i 
| 
| 
| 
| 


: Patent Chemicals also Features Multi-Purpose 

Dyes can : Additives, Rust and Corrosion inhibitors, Anti- 

he ——- . " : Static Agents and Markers for Gasolines, and 
specifications. : Jet Fuels. 


Samples and 
description upon 
request. 


PATENT CHEMICALS INC. 


. ° Manufacturing Division 
faite ptoneer in 335 McLean Bivd. Paterson 4, New Jersey 


petroleum PATENT FUELS & COLOR CORP. 


Marketing Division 


dy sing 2410 Carew Tower Cincinnati 2, Ohio 
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this man 
is about 
to spend 


$179,000 
right here 


@ The Man: Charles W. Pease, NPN reader 
and Manager of Mobil Marketing Operating. 


@ Here: Mobil Oil Co.’s tank truck loading rack 
at Mt. Vernon, New York. 


@ Why he is about to spend $179,000 there: 
Present rack at this Mobil distribution ter- 
minal is too slow in loading light products. 
Loading rates range from a low of 150 gallons 
per minute to a high of 310 gallons. This 
means excessive time lost under the rack for 
both trucks and drivers. That means higher 
than necessary costs. Furthermore, Mobil 
needs faster, more modern loading facilities 
at Mt. Vernon to keep the business of the 
independent “under-rack” fuel oil resellers. 
In addition, headroom under the rack is in- 
adequate for modern transports and a safety 
hazard to drivers. 


@ How he is about to spend that $179,000: A 
new, four-bay high-speed rack will be con- 
structed, including bottom loading connection, 
remote control meters and pneumatic tube 
loading ticket transmitter. The new facilities 
will increase flow rates from a minimum of 
560 gallons per minute on kerosene to a maxi- 
mum of 930 g.p.m. on gasolines and *2 fuel. 
The new rack also will provide sufficient head 
room to accommodate the new 7,300-gallon 
tank trucks, thereby making it easier and safer 
for drivers to load. 


Altogether this year, oil 
marketing management (both 
major and independent) will 
spend over half a billion dollars 
for equipment and facilities 
that will make (or save) 

money for their companies. 


For most oil marketing man- 
agement men, the major source 
of money making (saving) 

ideas and implementing product 
information is the monthly 
National Petroleum News and 
its annual FACTBOOK issue. 


‘That’s why advertising 

your products in NPN makes 
your selling job easier, 
quicker, and safer. 


NPN 


NATIONAL PETROLEUM NEWS 
FOR OIL MARKETING MANAGEMENT 
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330 West 42nd Street, New York 36. N.Y 
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Only Crown Makes 
Every Aerosol Can 
You will Need! 


Crown is the largest manufacturer of 
aerosol containers—and the only 
supplier to offer you all types 


TASK-DESIGNED aerosol cans by Crown meet all 
your requirements, and meet them efficiently! 
Whether your product demands the exclusive, seam- 
less Spra-Tainer® or can be packed in a conventional 
3-piece aerosol can . . . whether you want 6, 8, 12, 
14 or 16 ounce capacities .. . come to Crown for 
reliable aerosol containers! 


Come to Crown for reliable advice, too. The first 
production-line disposable aerosol can was produced 
by Crown, and Crown has led the field ever since. 
Take advantage of this vast backlog of experience— 
write today for more information. 


for Cans - crow) Closure - machiner 


CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Philadelphia 36, Pa. 
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This hose can’t be crushed, 
always springs back into shape 


Flexible B.F.Goodrich hose often outlasts ordinary hose 2 to 1 


HAT light, flexible B.F.Goodrich 

hose won't crush or flatten out 
even after being run over or squeezed 
against the island. It immediately 
springs back to its full round shape, 
doesn't have to be pounded back into 
shape. Because of its flexibility this 
hose outlasts ordinary hose, often as 
much as 2 to 1. 

This pump hose, called 72-A, is 
especially designed for retractable 
aeons pumps. Internal spring 
guards at both ends of the hose pre- 
vent kinking in the coupling area. 

Its thick, tough cover is built for 


rough use. Scraping over concrete or 
pulling around sharp corners won't 
hurt it. It can stand in gasoline, oil or 
grease without damage. There is no 
danger of cracking or checking from hot 
sunlight. The smooth, black surface is 
easy to clean, does not mar car finishes. 
A special rubber compound makes 
this hose completely gasoline-proof, 
eliminates swelling and flaking. Flexi- 
ble, stranded wire built into the hose 
and fastened to the couplings serves as 
&@ static ground. The hose comes with 
one-time or reattachable couplings. 
All these improvements add up to 
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a better pump hose for faster service, 
lower operating costs. B.F.Goodrich 
has made similar improvements in oil 
hose, tank hose, barge loading hose and 
fittings. Let your local B.F.Goodrich 
distributor tell you about them. B.F 
Goodrich Industrial Products Company, 
Dept M-860. Akron 18, Ohio 


BEGoodrich 


GAS PUMP HOSE 
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ADVERTISEMENT 





HEY, JOE!.. 

HOW COME 
THIS SPECIAL 

MEETING ? 


DIDN’T YOU HEAR? THE 

BOSS WANTS TO FILL US 

IN ON PUROLATOR'S 
1960 PRIZARAMA. 








Y MEN! THIS FOLDER SPELLS OUT THE 
DEAL. PUROLATOR'S GIVING AWAY 

2438 PRIZES...WORTH 

SOUNDS GREAT! 




















OVER $142,000! 
ey BETTER'N 
LAST YEAR! 
eS 1000 
ZARAMA 
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ALL YOU DO IS ASK YOUR. 
DEALERS TO FILL IN THIS 
PRIZARAMA ENVELOPE 
WHEN YOU EXPLAIN 

THE PROGRAM. 
ieee - 


SAY! THAT 
MEANS 
THERE'S A 
SPECIAL PRIZE 
DRAWING FOR 
SALESMEN. 





BEST OF ALL! THESE PUROLATORS 

WILL BE EASIER TO SELL THAN EVER... 
THERE'S AN ENTRY IN EVERY BOX! 

ip rete: 














RIGHT! EVERY SALESMAN GETS 
A CHANCE TO WIN OVER. 500 


FABULOUS PRIZES. 
(( " 


Be 
\\ 





yy 


‘i 


aman sane 


dam“ 
MAN, WHAT A DEAL ! 
WHERE PRIZES AND BUSTED 

You SALES QUOTA, TOO! LOOK 

GOING ? / FOR THE BIGGEST STACK OF 

ORDERS YOU'VE EVER SEEN. 

CAN’/T WAIT AROUND FOR 

THE REST OF THE MEETING. 

HE EEE 


HEY, MIKE! 








— - 


























GET YOUR DEALERS TO ENTER NOW! 
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CROUSE- 

Mir 

EV Series 

Explosion-Proof Highest Efficiency... 

Easier to install, relamp, 
maintain... 


Lighting Fixtures 


The EV series offers exactly the right fixture 
for any area made hazardous by flammable 
atmospheres of vapors or gases, as defined under 
Class I of the National Electrical Code. 


Basic EV Incandescent Fixtures 
(Groups C & D) 

are of strong, shock-resistant construction, 
contain internal explosions without rupturing. 
Threaded joints are flame-tight . . . no sealing 
compound required on installation. Gas tightness 
not required for safe operation . . . just turn off 
line current when relamping. Maximum corro- 
sion-resistance. 75-500W. 


EVA Incandescent Fixtures 
(Groups A & B) 
comprise the first complete, UL-approved 
lighting system for acetylene and hydrogen loca- 
tions. Lamp and wiring compartments are sepa- 
rate and individually explosion-proof. 150-300W. 


EVA Mercury Vapor Fixtures 
(Groups C & D) 
provide important operating economies in 
hazardous areas: 2.5 times more light output per 
Watt than incandescents . . . greatly reduced 
frequency of relamping. 250-400W. 


For Complete Information on Crouse- 
Hinds explosion-proof lighting equipment, call 
PAA eer your Crouse-Hinds distributor, or write us. EV 
i) addin WO Lighting Fixtures are available in all reflector 
; pf Se types: Holophane Prismatic (illustrated); slotted 
dome and angle; and conventional (unslotted) in 

all shapes and sizes. 





POF OS LIS 


NEW YORK 





OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansos City 
Los Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St.Louis St. Paul Salt Lake City San Francaco Seattle Telsa Washington 
RESIDENT REPRESENTATIVES: Albany Boltimore Reading, Pa. Richmond, Va. 

Crouse-Hinds of Canada, Lid., Toronto, Ont. Domex, Mexico City, D.F. Peterco, Sao Paulo, Brazil 
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PRESENTING 


THE NEW ROCKWELL “T-120” 
ROTOCYCLE TANK TRUCK METER 





FULL 120 GPM CAPACITY... 
with all the accuracy, installation ease 
and operating features you need 


A Complete Metering System—The Rock- 
well ‘*T-120”’ is the big brother of the highly 
successful Rockwell ‘*T-70’’. It combines the 
accurate measurement of a dependable 
Rotocycle meter with an efficient air sepa- 
rator, an easy-to-clean strainer, a smooth 
closing automatic shut-off valve and a ticket 
printing register. All elements are field 
proven and are ready to go to work with 
profit for you. 


Saves Space and Weight— Due to the lib- 
eral use of lightweight castings, the entire 
**120”’ system is less bulky. It is compactly 
designed to give you the most measurement 
in the least space. Savings made possible in 
space and weight can be applied advanta- 
geously to greater payloads. 


Easy to Install—In this design you have the 
option of three inlet positions and of two 
outlets. Thus the Rockwell ‘120’? can be 
installed in either old or new truck compart- 
ments with the utmost flexibility. Right or 
left hand assemblies can be made without 
using extra parts. 





Smooth, Automatic Shut-Off—To pre-set 
a delivery the operator just dials the quan- 
tity in advance by depressing levers under 
each register wheel, then opens the valve 
control and the meter ‘‘counts down’’ and 
shuts itself off in easy stages as the zero 
point is reached. 


Rotocycle ‘“Flo-ward” Measurement—In 
the Rockwell ‘£120’? you gain the exclusive 
advantage of an all-revolving measuring ele- 
ment that turns quietly and easily on anti- 
friction bearings without metal-to-metal con- 
tact to assure years of accurate, trouble free 
measurement. 


For further details check your Rockwell jobber, 
your nearby Rockwell district office or write us. 
Rockwell Manufacturing Company, Dept. 
121, 400 N. Lexington Avenue, Pittsburgh 8, 
Pa. In Canada, Rockwell Manufacturing Com- 
pany of Canada, Ltd., Box 420, Guelph, Ont. 


another fine product by 


© 


ROCKWELL 
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_ EMERGENCY VALVES 


STANDARD PATTERN TANK VALVES 


When the National Truck Tank and Trailer 
Tank Institute set up uniformity specifications, 
Morrison engineers determined to provide 
truckers with Safe and Sound valves as well. 
Illustration shows our angle type emergency 
valve. The outlet flange is provided with 
reversible bracket for operating cable. Valve can 
be readily changed from right hand to left 
hand type. Available in all brass construction 
or aluminum alloy with brass trim. 

Fig. 403 in 2”, 214”, 3” or 4” sizes. 


Also available in straight type, Fig. 4038S. 


CROSS VALVES 


To meet our S-A-S Specifications 

FLANGED CROSS VALVE (illustrated). All 
bronze construction for use in truck tank mani- 
folds. Screw type bonnet—rising stem with large 
packing gland. Renewable gasoline resisting disc is 
retained in floating type brass disc holder. Also 
available with VICTAULIC connections. 

Fig. 240 in 2”, 214”, and 3” sizes. 

SWING CHECK VALVES in all bronze. Designed 
to maintain tight seal under line strain. Discs and 
seats ground for gasoline service. Under full flow 
the disc swings completely out of the line of flow 
for unobstructed straight through flow. 

Fig. 246A (illustrated) in 114”, 2”, 214”, and 3” sizes. 
Flanged Type Fig. 246 in 2”, 2144”, and 3” sizes. 

Note: Expansion pressure relief feature furnished on 


YOU NEED our Fig. 406 Operator request at small additional cost. 
for selective, safe, remote control of 

emergency valves. Available for 1, 2, 3, 

4, 5 or 6 compartments. 


MORRISON BROS. CO. 


OIL EQUIPMENT HEADQUARTERS DUBUQUE, IOWA 
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measure up to maximum accessibility 
for full range of undercar service 





SINGLE POST 





onlinental 


SWIVEL 
ARM 








“FRAME-KONTACT 
TWO-POST 


THE WORLD'S MOST COMPLE 


ae 
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TWO-POST, 
TRUCK 





he increasing trend to car servicing means that 

Hoists are more important than ever in determin- 
ing profitable operation. Globe Hoists handle, at 
manufacturers’ recommended pick-up points, Ameri- 
can cars large and small; foreign cars; every frame 
design: X-type, straight, bowed and unitized body. 
All cars are spotted fast, go up fast and get off fast 
to increase traffic per Hoist and profits per job. 

Neither rugged use or changing design will affect 
the usefulness of Globe Hoists. None has ever become 
obsolete. 

For complete data on Globe “Frame-Kontact™ 
Hoists and the full Globe line, write to Globe Hoist 
Company, East Mermaid Lane at Queen Street, 
Philadelphia 18, Penna. 


FOUR-POST 
ELECTRIC, 
AUTO 





6 Ways to extra headlamp profits 
in 5 minutes ...day or night! 


REPLACE BURNOUT AND MATE. When 
one 4002 goes, chances are the other’s just 
about had it, too. Why wait? Save your 
customer time, trouble and inconvenience. 
Suggest that he replace ’em both. You’ll 
double your profit. 


RACK UP EXTRA SALES. Check headlamps 
before you start that lube job. Replace ’em 
when the car’s on the rack. It takes only 
minutes to install a pair of Vision-Aid 
Headlamps. You’ll add extra profit, too. 





LOOK FOR CRACKED LENSES AND BURN- 
OUTS. When you’re cleaning lenses, check 
for cracked or broken ones. While you’re 
at it, have the driver flick on his lights, high 
and low, to spot burnouts. You’ll save him 
trouble on the road .. . and increase your 
profit. 


CONVERT “COURTESY” CUSTOMERS. 
Whenever a transient stops—for a road 
map, directions or comfort—take a look at 
his headlamps. When you spot burnouts, 
cracked lenses, or obsolete 7" lamps, sell 
him a pair of Vision-Aid Headlamps, and 
boost your profit. 


REPLACE OBSOLETE 7" HEADLAMPS. All 
5000 series headlamps are obsolete. New 
6000 series Vision-Aid Headlamps with 
Spotlight Low Beams vastly improve in- 
traffic visibility. More powerful high beams 
make open road driving safer and easier, too. 


AIM FOR SAFETY AND PROFIT. Everytime 
you replace a headlamp, sell a complete 
aiming job to match the beams accurately. 
Extra service brings extra profit. 


” @ TUNG-SO 


HEADLAMPS - MINIATURE LAMPS FLASHERS 
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SALES HUDDLE AT DEAN'S TIRE SERVICE is a family affair. Left to right, 
David H. Dean, B. R. Nichols, (son-in-law) R. A. Dean, Sr., and R. A. Dean, Jr. 


“Cooper works hand-in-glove with us, 
helped push sales past the $million mark’”’ 


Dean’s Tire Service is almost as well- 
known in Louisville as the famous 
Kentucky Derby itself. R. A. Dean Sr. 
(founder) has contributed notably to 
the welfare of his community, and that 
of the independent tire dealer. His in- 
timate knowledge of the tire business 
has been gained as a dealer, former 
president of NTDRA, and through the 
many other national trade association 
offices he has held. 

Dean’s has sold tires, and only tires, 
for 43 years. During this length of time, 


the operation of Dean’s Tire Service 
has become a family affair. Customers 
and friends number in the thousands, 
and yearly sales have now passed the 
$million mark. In the words of this 
dealer, “Such success would not be 
possible without the advantages offered 
by our Cooper franchise. 

“Cooper has worked hand-in-glove 
with us during our 10-year association, 
and is one supplier that doesn’t com- 
pete against its dealers. We enjoy the 
many advantages of dealing with top 


management direct, and Cooper guar- 
antees the high quality of the tires we 
sell. Equally important, Cooper offers 
us the advertising, sales promotion, and 
identification support we need to keep 
on growing.” 

Dealers go ahead when they go 
Cooper. Write, wire, or phone Dept. 
118 today about a Cooper franchise 
for your market. Cooper Tire & Rubber 
Company, Findlay, Ohio. 


Cooper ... the franchise of opportunity 


DEAN'S TIRE SERVICE occupies the attractive and well-identified store and recap shop pictured at 
left. Photo at right shows Dean's modern warehousing facilities and ample stocks of Cooper 
passenger, truck, farm service, and special purpose tires. 
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bed AUTOLITE 


SPARKED MORE THAN 
MOBILGAS ECONOMY 


ALL OTHER SPARK 


4 of 6 first place class winners ...5 of 6 second place winners... 
2 of 5 third place winners ...11 of 17 top positions... swept by 


cars equipped with Autolite Power Tip Spark Plugs. 


RUGGED TEST SUPERVISED BY IMPARTIAL ORGANIZATION 
The Mobilgas Economy Run, sponsored annually by 
Mobil Oil Company, is rigidly supervised by observers 
provided by the United States Auto Club. 


Now! Autolite sponsors the election news with Dave Garroway on NBC-TV TODAY Show—and ‘'News on the Hour,'' NBC Radio. 
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~ SPARK PLUGS 
TWICE AS MANY 
RUN WINNERS AS 


PLUGS COMBINED 


AUTO tr 


A near clean sweep for Autolite Spark Plug equipped cars was 
registered in the 2,061-mile Mobilgas Economy Run between 
Los Angeles and Minneapolis. 


Here’s proof positive: Under all driving conditions, and in all 
makes of cars, in slow-speed traffic or at high speeds over the 
road, miles high in the Rockies or across desert floors—one 
spark plug stands out over all others—AUTOLITE. ts 


PROOF POSITIVE: YOU'RE ALWAYS RIGHT WITH 
AUTOLITE. To sell the plug that sparks more winners, check 
your Autolite Spark Plug source of supply... today. 


THE ELECTRIC AUTOLITE COMPANY * TOLEDO 1, OHIO 


@ AUTOLITE. SPARK PLUGS 


'SGNITION ENGINEER EO FOR ALL CARS 
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PUROLATOR 


In the time it takes to fill a gas tank 
Your dealers make an extra $4°° sale 


In less than two minutes your dealer can make a 
fast $4.00 sale. That’s all the time it takes to 
change a Purolator Air Filter! And you couldn’t 
ask for a better volume. Today, 15-million cars 
are equipped with dry-type air filters that are as 


easy to change as the blade in your razor. See that 
dealers make filter changing a sales habit... it’s 
easy with Purolator’s FC-58 light tester! And be 
sure they stock Purolator. Sold by more oil com- 
panies than any other brand. 


“Purolator’’ Reg. U. S. Pat. Off, 


THE STANDARD EQUIPMENT LINE 


PUR LATOR 


OIL, AIR AND FUEL FILTERS 


PUROLATOR PRODUCTS INC., RAHWAY, N. J.; TORONTO, ONTARIO, CANADA 


NATIONAL PETROLEUM NEWS °* July, 1960 





From Gulf, maker of the 








world’s finest motor oils... 


NEW! COLD-PROOF HEAT-PROOF OIL 


... the only oil you ever need for complete, 


wide-range protection in all your driving 





Here is the new wide-range motor oil 
that offers dramatic improvements 
over conventional multi-viscosity or 
all-season oils. And this is why it can 
be so important to you. 

During normal cold starting your en- 
gine oil is at outside temperature. Yet 
in minutes this oil is exposed to a 
sizzling 300° temperature in the vital 
ring zone of the pistons—even 600‘ 
when you’re pounding over the road. 
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Under such extreme temperature 
changes, Gulfpride Single-G is at its 
very best! You get the easy starting 
you want, plus complete assurance of 
full-bodied protection when your en- 
gine reaches maximum heat. 


And this remarkable new oil keeps en- 
gines cleaner than ever—more free of 
sludge, corrosion and other troubles 
you seldom know about until they 
cost you money. 


PETROLEUM NEWS 


New Gulfpride Single-G is truly the 
world’s finest—the newest and very 
best of the most modern oils. Get it 
now at your Gulf dealer’s. 


P.S. Remember this Ameri- 
can Petroleum Institute rec- 


ommendation—with any r 
oil, change every 60 days in \ e] | 
summer, and every 30 days 

in winter, but never to exceed i 


GULF OIL CORPORATION 


2,000 miles. 





Millions of Dollars 
| | | | | 


SERVICE STATION SALES 








This is the kind of market you're riding 
when you advertise in NPN. 

Growth... Change... Modernization... 
Expansion & Decentralization. 

Who’s buying for it? 


Oil's marketing management men, NPN's readers. 








| | | | | | | | | 
. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 





For Oil Marketing Management 


A McGraw-Hill Publication 
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TIRE SALES 





WHEEL ALIGNMENTS 
ADD QUARITS AND OIL CHANGES 


RADIATOR and COOLING SYSTEM SERVICE 


FILTERS, FAN BELTS, BATTERY CABLES 
and ALLTBA 


Accurate, automatic tire inflation helps you spot wheel and tire needs 
while they’re parked at the pump island. ISLANDER water service gets 
you under the hood, makes it éasy to discover other sales opportunities. 
Customers appreciate speedy one-stop ISLANDER service. 

Air and water on the island in one compact unit. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 
District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver ¢ Detroit * Kansas City * Los Angeles * New Orleans * New York * Philadelphia 
Pittsburgh ¢ Rochester * Salt Lake « Seattle * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED * Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ““WOODINTER” 
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% Sizes from 3 through 8 in. 


New leakproof, 
lightweight, 
inexpensive 
swing joints 


% Straight, elbow, single or double types 
% Threaded, welded or grooved ends 
%* Steel, stainless steel or aluminum 


* Full flow area 


Type Q—Double swivel, elbow style, with weiding tubing both ends. 


Durable joints of lightweight construction designed for long 
life and to operate under load without leaking. Fabricated 
from tubing, plate and stampings. Carefully welded and tested. 
Positive seal provided by “O” rings which are easily accessible 
if ever necessary to replace them. 

Special swing joints, with sharp radii or offset type con- 
struction, can be furnished at a slight extra cost. 

Write for complete details today. 


<< 


Type C—Single swiv 
el, elbow style, with 
welding tubing one 
endandfemalepipe 
thread other end. 


———> 


Type F-—Singleswivel, 
elbow style, with fe- 
male pipe thread 
one end and male 
pipe thread other 
end. 


SOME TYPICAL WEIGHTS OF OUR TYPE C SWING JOINTS 





Size (in.) Code No. Wt. (Ib.) 





A-3840-3 4.8 


Type K seecorent 
style, with welding 
tubing both ends. 


A-3669-3 7.7 
A-3712-3 11.0 

















PHILADELPHIA VALVE COMPANY 
ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 


COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. * HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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the thrifty 
MARKETOR 


FOR PROGRESSIVE MARKETERS 


Bowser single pumps and remote system pedestals, 

and twin single or two-product pumps and pedestals occupy minimum 
island space. With the modern 48-inch low silhouette and low cost, Bowser 
equipment encourages new, functionally correct, brand-image 

building concepts for progress in marketing 


for the sixties. 


=~ 


\~ 


So Oo WS ER inc. 


MARKETING DIVISION, FORT WAYNE, INDIANA 





Fruehauf Tank-Trailers 


Chemicals or Petroleum—Fruehauf Tanks 
Carry Bigger Loads At Less Cost 


A full, working knowledge of the special- 
ized needs of professional chemical and 
petroleum haulers have enabled Fruehauf 
engineers to produce versatile, high- 
capacity units able to carry practically 
any powdered or liquid commodity on 
the market today. 


It’s no wonder professional haulers are 
finding that, dollar-for-dollar, Fruehauf 
Tank Transports are their best profit buy! 
Versatility ... dependability ...safety... 
higher profiits ... all these advantages 
are designed into a Fruehauf unit! 


Fruehauf steel Tank-Trailers are designed and built to meet the exacting 
requirements of the liquid hauler. Rugged steel Fruehauf units are lighter in 
weight for maximum-volume payloads, for more profit on every trip. Capacities 
range from 4,000 to 9,000 gallons. All-steel tanks are precision-engineered 
for longer life, and automatic-seam-welded for maximum leak-proof protection. 


Fruehauf stainless steel Tank-Trailers are scientifically designed Featherweight aluminum Tank-Trailers, bolster-mounted truck 
to haul resins and solvents, acids, flammable chemicals, petro- tanks and frameless 4-wheelers can carry 700 gallons and 
chemicals, petroleum and other liquids. Capacities range from upward of more profit-making payload than comparable steel 
3,000 to 8,000 gallons. Lighter weight, corrosion-resistant units. Special alloy aluminum used has the highest tensile and 
stainless tanks will haul up to 700 gallons more payload than yield strength. Designed for lightest possible weight, Fruehauf 
comparable-sized steel units. aluminum transports give longer life, higher profit service. 
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Make Your Hauls 
MORE PROFITABLE! 


ae meres 


TOURS bate ay 


EHAUF 
TRAILERS 


For Forty-Six Years—World’s Largest 
Builder of Truck-Trailers! 


*"' Air slide" —Trademark, Fuller Company 
FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue . Detroit 32, Michigan 


I'd like full information on Fruehauf Bulk Transports 
O Aluminum OC) Steel () Stainless (© “Airslide” 


Name 








(PLEASE PRINT) 
“Airslide”* pneumatic-pressure Tank-Trailers are designed for 

more economical bulk transportation, plus faster handling of Company__ 
powdered chemicals and other bulk commodities. Unloading 

rate of “Airslide” units depends on commodity, but 120 barrels Address 
of cement may be unloaded in 36 minutes, normal discharge 

rate upward. City___ 
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Report No. 3 on trends in service station lighting 
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Mercury pump island luminaire 
provides up to 116 footcandles 


Located on a busy thoroughfare in Chicago, this new Powerama 
station faced two tough problems: First: — it had to contend 
with severe competition from other businesses lining the street. 
Second: — it had to make an immediate impression on 
motorists to draw them out of the heavy stream of city traffic. 


Both problems were solved by a single move — using an 
extremely effective, high intensity Revere lighting installation 
supplying an unprecedented amount of light. Between 101 and 
116 footcandles illumination next to the pump island comes 
from two 1000-watt color-corrected mercury floodlights mounted 
14 feet above each of three pump islands. Additional light for 
perimeter and approaches is supplied by Revere 1000-watt 
incandescent eliptor floodlights. Average footcandle reading 
on the approaches is 37. 


The overall effect of this Revere installation is just as it 
was intended to be — motorists notice the brightly-lighted 
Powerama station in plenty of time to slow down and drive in, 
greatly improving the station’s competitive position. 








1. Six Revere No. 7420 1000-watt mercury floodlights put 
extremely high level of illumination on pump island service 
area. Fixtures use CH-15 color improved lamps. 

2. Fourteen Revere No. 3821 Eliptor porcelain enameled 
floodlights use 1000-watt PS-52 clear incandescent lamps 
for effective lighting of perimeter and approaches. 

3. Three Revere No. 570-620 rigid floodlight poles support 
mercury floodlights. Mast arms extend 6 feet on either side 
of pole, providing mounting height of 14 feet for mercury 
units. No. 217-PA brackets mount the No. 3821 Eliptor 
floods on top of pole. 

4. A special pump island for trucks is lit by upswept 
Revere No. 9708-V horizontal island lighter using very high 
output fluorescent lamps. Fixture is mounted on a No. 303-9 
rigid island standard. 

6. Six No. 1382-KIR Constant Wattage Single-Lamp 
Transformers are mounted inside the station for better 
appearance. 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. 


* 7420 Lehigh Avenue «+ Chicago 31, Illinois 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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accountant, of a service mechanic. Then regard them from the viewpoint of 
the marketer, for whom pumps must truly be gasoline merchandising machines, 
ANY built to serve and to sell, and to keep on doing so for years to come. 


FROM Look at Gilbarco Sales-Maker pumps with an artist’s eye, with the eye of an 


From any viewpoint you’ll find the soundest value in gasoline pumps today is 
the Gilbarco Sales-Maker, built in a line of models to serve every marketing 


\| FWPOI NT need. Write today for complete information: GILBERT & BARKER MANUFACTURING 
COMPANY, West Springfield, Massachusetts, and Toronto, Canada. 





The world’s finest petroleum marketing and 
handling equipment comes first from 











EVER-TITE 
The Quality 4 Tight Fill 


xe ‘¥ ~ 


No. 99SGA 


with the 
“ALL-AROUND” SIGHT GAUGE! 


This valuable safety feature shows from 
every angle the exact status of delivery 


Ever-Tite Tight Fill Systems are better in design —SO they 
are better in performance. 

Smooth full flow elbow without recesses or projections as- 
sures minimum turbulence and substantially speeds delivery, 
which results in reduced costs of delivery of product to 
underground storage tanks. 

Water-tight locking caps are easy to remove from permanent 
adapter on fill pipe. For a completely safe connection, the 
99SGA is then placed on the 97 fill pipe adapter and locked 
by pressing down the push rod. 


And remember — 7) 
EVER-TITE is still the leader in 3 


The 3” EVER-TITE System for Tight Fill still leads all 
others because of ever-increasing demands by more and 
more companies who wish to take advantage of safer and 
faster tight fill deliveries. 


Uy 








uuu 
WU NY 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 22 years of pre-eminence. 
+4 +4 “ a“ 
(Design outent 97M Locking Cap with 4"' x 4" 97 Adapter 
Double Handles Also with other 


Ask your distributor now size threads 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19,N. Y. 
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Ahead of the News 





IN WASHINGTON 


Depletion Holds Ground—Senate foes of the 27.5% 
depletion provision for oil and gas failed again this 
year to reduce the allowance. The vote was 56-30 
against a proposal by Sen. Douglas (D., Ill.) to lower 
the rate on a sliding scale to 15%. The vote last year 
was 54-21 (with many absent), in 1958 58-31. Deple- 
tion foes see better chances next year if the new Presi- 
dent sides with them. At least two candidates, both 
Democrats, Sens. Kennedy (Mass.) and Symington 
(Mo.) are on the record for a reduced depletion al- 
lowance. 


Fuels Study Scuttled—The House rules committee 
has turned down a proposal for creation of a special 
Senate-House committee to study the need for a na- 
tional fuels policy. This was the proposal that oil men 
considered an dttempt by coal interests to get end-use 
fuel controls favorable to coal. 


Federal Energy Study Coming— A Congressional 
subcommittee is beginning a study of U.S. energy re- 
sources and relationships, including oil distribution. 
Rep. Patman (D., Tex.), chairman of a subcommittee 
of the joint economic committee, says his subcommittee 
will seek “to uncover and study the variety and extent 
of the present complex of relationships between own- 
ers, producers, distributors, and the several levels and 
instrumentalities of government.” Patman has already 
sent out questionnaires. 


Minimum-Wage Development—Service-station em- 
ployes have been excluded from overtime provisions 
of the minimum-wage extension bill in the Senate. The 
bill, amended by the Senate labor committee, aims at 
applying minimum-wage coverage to company-owned 
or “C” station employes and excluding from coverage 
lessee or franchise dealers. 


AROUND THE COUNTRY 


Mobil Plan Reaction—At least two West Coast com- 
panies are actively studying Mobil’s wide-area pricing 
plan as something they might try, though general re- 
action on the Coast ranges from “wait and see” to 
deep skepticism. The two companies have been gather- 
ing statistical information to determine the plan’s feas- 
ibility. The plan itself (NPN—Mar. p86, June p101) 
eliminates direct dealer aid, was introduced last October 
in New England. Since then it has excited keen interest 
on both coasts. Mobil established it in the Pacific 
Northwest last May after a long, tumultuous price war; 
but simultaneously the retail gasoline price slipped 2¢. 
Mobil stuck with its plan but lowered its wholesale 
price. Based on the going posted retail price, dealer 
margins remained at 5¢ gal. Consensus is that it will 
take a while to see how the plan really works. 
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Capital Spending: On the Rise —Industry plans to 
invest $37.9-billion in plants and equipment in 1960, 
reports the McGraw-Hill economics department. That’s 
a 16% gain over 1959, an upswing that’s likely to 
continue into the next three years, says the department. 
Figures come from the 13th annual McGraw-Hill sur- 
vey of business’ plans for new plant and equipment. 


‘One-Roof’ Progress—A committee working out de- 
tails for a central oil-heat trade organization is now 
preparing an initial draft of a constitution and bylaws, 
expected to be ready for a meeting Aug. 9. 


Universal Credit Card—Oil Services Credit Corp. of 
Chicago will introduce its universal oil credit card this 
month. The company, hoping to serve as a clearing 
house for a number of oil companies, says it will have 
500,000 cards in circulation by September, 1-million 
by January. No participating companies have been 
named as yet. 


Gasoline Demand Meeting— The API Committee 
on Stimulating Gasoline Demand will meet in Chicago 
this month to work out details of its “public informa- 
tion” program. Calling the signals will be chairman 
Harry Moir of Pure Oil and newly-appointed director 
James Bennett. 


Stancal Reorganization—Standard Oil Co. of Cali- 
fornia’s marketing department will undergo a “function- 
al realignment” between now and the end of the year. 
Wholesale and retail departnents, which have func- 
tioned separately for years, are being consolidated in 
the field. Object is a more streamlined setup similar 
to some other majors’ (NPN—Jan. p65). Standard says 
personnel moves will be “comparatively few;” no “ma- 
jor” geographical changes are contemplated, but some 
small shifts in the borders of the three present market- 
ing regions will be made. 


Imports Level Holding —Interior Dept.’s allocation 
of oil imports for the second half of this year will keep 
the total import level about the same as it is now. 
Decreases in Districts I-IV, amounting to 25,000 b/d, 
will be offset by an increase of 47,000 b/d in District V. 


Pava Pushes Hearing—Jobber Thurman Pava’s at- 
torneys are pressing for an early district court hearing 
on Pava’s suit challenging the constitutionality of the 
mandatory imports program. Pava, Springfield, Mass. 
independent with four stations, was blocked by the 
imports plan from bringing 500 bbl. of Canadian naph- 
tha into the U.S. He’s hoping for a hearing by this 
month or next. 

More Ahead of the News 


107 





Ahead of the News 





Shell Changes Agencies —After 30 years, Shell Oil 
has dropped the J. Walter Thompson ad agency. Suc- 
cessor: Ogilvy, Benson & Mather. Official explanation: 
“reorientation of marketing programs.” Ad Row in- 
terpretation: J. Walter had trouble directing separate 
ad programs for Shell’s 17 divisions; Shell liked Ogilvy’s 
reputation as a hot creative agency (Schweppes, Hath- 
away Shirts) and its handling of Jersey Standard’s TV 
“Play of the Week” (NPN—June, p130). Upshot of 
the Shell-Ogilvy deal: Jersey fired Ogilvy. 


* 
Boost in Packaging Speeds—A Mobil motor-oil 
canning station in East Boston has increased its pack- 
aging line speed to 405 per minute, with a prediction 
of 600 cans per minute by January. A race for in- 
creased packaging speeds in motor-oil canning began 
a year ago when a Gulf line at Port Arthur, Tex., hit 
the 600 cans per minute speed. Since then Esso (at 
Baton Rouge, La.) and Shell (at Wood River, Ill.) have 
matched the peak. Most immediate effect: a promise 
of more economical tinplate canning. 

a 
Texaco Plans On Network—Texaco is forming a 
Texaco Metropolitan Opera Network to carry its live 
Saturday afternoon radio broadcasts of the Metropoli- 
tan Opera. The move was made in answer to listener 
complaints that many CBS network stations were 
delaying broadcasts up to a week after the actual per- 
formance. 

+ 
More Majors Eye Puerto Rico—Now Standard of 
California is reported to be set to market oil products 
in Puerto Rico. Shell, Esso Standard, and Texaco have 
660 retail outlets on the island, Mobil 20. Gulf and 
Sinclair are expected to be marketing gasoline there 
in a month or so. Phillips is said to be thinking of 
entering. 

cg 
Trading-Stamp Troubles—California attorney gener- 
al Stanley Mosk is reported to be getting ready to 
subject unredeemed trading stamps to escheatment pro- 
cedures “to recover ‘breakage’ money for the benefit 
of the state.” This would be the second severe blow 
to trading stamps in months. (For a report on the 
other blow, see page 24.) 

* 
Hess Adds Facilities—A reported $9-million expan- 
sion program will expand Hess Trading & Transport 
Co.’s 40,000-b/d refinery at Sewaren, N.J. Contract is 


said to call for a 25,000-b/d distillation unit, 20,000- 


b/d fluid cat cracker, two 6,000-b/d Merox units, and 
a 2,000-b/d alkylation unit. Presumed objective: great- 
er capacity to supply Meadville Corp. (Saveway, Merit, 
Giant) stations, now part-owned by Hess (NPN—Mar. 
°59, p102). 

Dollar Imprinters—First of the new credit-card im- 
printers that print dollar totals on sales tickets are now 
in limited use by Sohio and Humble. High-speed scan- 
ning devices in the accounting offices read the dollar 
amounts and set in motion automatic billing and book- 


keeping equipment. 
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Signal Expands in Texas—Signal Oil & Gas Co., 
which last year merged with Eastern States Refining 
of Houston, is beefing up its representation in Texas. 
Signal will introduce its West Coast “Hancock” brand 
at 20 units formerly under the “Starfire” brand of 
Eastern States. Blending pumps will be featured, in 
line with West Coast setup (NPN—May, p95). A 
15,000-b/d cat cracker will be added to the company’s 
Houston refinery, and is expected to go on stream 
early in 1961. 


a 
Another Jobber Bows Out—Community Oil Co., 
Chevron jobbership based in Portland, Me., starts this 
month under the ownership of its supplier, California 
Oil Co. Management stays the same. Community Oil, 
which switched from Tidewater to Caloil in 1950, is the 
fourth jobber operation—and one of the biggest—that 
Caloil has taken over in recent years. Community 
serves Maine and most of New Hampshire. 

. 
Auto Sales Prospects—Auto sales are running un- 
sustainably high now and are likely to be lower in 
1961, say some New York investment counselors. For 
the next five years, auto sales aren’t likely to be much 
greater than the annual average of sales in the industry 
for the period 1949 to 1959, they say. This is based 
on the fact that the automobile industry is not a 
growth industry, but a cyclical one. 

“ 
Texaco ‘Sky Centers’—Texaco Canada and Timmins 
Aviation open their first “sky service center” this 
month at Dorval Airport, Montreal. Several more will 
be built in Canada, along standardized lines, to serve 
business and private aircraft. Timmins will be dis- 
tributor for Texaco products at the centers. 


* 
Touhey and SCSSA Part—John Touhey, vocal and 
controversial figure in West Coast industry affairs, is 
out as executive secretary of the Southern California 
Service Station Assn. Reported reason: “differences of 
opinion.” Successor: Wilbur (Pat) Armstrong, onetime 
securities salesman, field rep for SCSSA for the last 
eight months. 


» 
IN DETROIT 





Ford Eyes Lubeless Bearings — Detroit odds are 
running 6-5-and-pick-’em that 1961 Fords and Ford 
Falcons will use Teflon-type lubeless bearings in steer- 
ing system and front suspension. Greasing interval on 
remaining points would be upped to 10,000 mi. Cost 
question is said to be the decisive factor now, since 
Teflon bearings would cost “several dollars per car” 
more. 
* 

Corrosion-Proof Muffiers— A slight dent in the 
booming muffier-replacement market will be made next 
year as Rambler 1961 models appear with a new long- 
life muffler. Rambler’s using a Walker muffler treated 
with a protective ceramic coating applied by Bettinger 
Corp. 
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Trends to Watch 


Modernization of stations is a big thing this year—much more so than in 
the past. 

While there’s nothing really new about the idea, the possibilities are more 
attractive in 1960. For one thing good new sites are increasingly hard to obtain; 
and in most cases they’re prohibitive. There are, however, many old, inadequate 
facilities at good locations. These are prime sites in the general modernization 
trend. 

One snag in this modernization is the size of the old properties—too small, 
in many cases. Twenty and thirty years ago, not too much space was needed; 
those stations were adequate until the advent of long-fin cars and open-form 
stations. 

To overcome the problem of cramped quarters, marketers try to acquire more 
adjoining footage before they renovate. This enables them to transform a run- 
down, one-pump ‘dog’ into a slick, new, expansive station. 

This experience is a lesson to many companies. When they buy sites now, they 
buy more land than they actually need for the station, anticipating the day when 
they may want to expand. 





—NPN— 


Modernization of private-brand stations is prevalent, too, though the motive may 
not be the same. 

Some private-branders are sprucing up their outlets with the object of selling 
them eventually to ‘name’ marketers intending to break into those local markets. 

In Los Angeles, the Powerine Oil Co., owned by Harry Rothschild, has taken 
over several multiple-island stations operated by one- and two-station cut-rate 
merchants, dressed them up and incorporated them into Rothschild’s substantial 
chain of stations. This would be a ready-made foothold for any newcomer inter- 
ested in the Los Angeles Basin. 


—NPN— 


For heating-oil groups, the smart approach now is to help builders sell homes 
—equipped with oil heat installations, of course. This is the backbone, really, of 
promotional campaigns conducted by both the Oregon and Washington OHI 
organizations. 

The principle is simple: builders agree to install oil-heat in new homes in 
exchange for a commitment by local heating-oil groups that they will advertise 
those specific homes. So far, where this has been tried, the results have been good. 
Rochester, N. Y., and Milwaukee have picked up new business this way. As this 
catches on, oil-heat supporters foresee an expansion of this aggressive program— 
considered by many the most aggressive move yet by heating-oil men to protect 
their business. 
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Your Personal Business 





Know what inflation has done to the power of your salary check? Here are two 
examples. Today’s $25,000-a-year man has the same earning power as the guy 
who pulled down $10,000 a year in 1939. Today’s $12,000-a-year man has the 
earning power of a $5,000-a-year man of 1939. 


Taxes account for a lot of the dwindling dollar-power. In 1939, the $25,000 
man paid about $1,700 in taxes. Earning the same today, he’d be pared of about 
$5,000 in federal income and social security taxes . . . and inflation would have 
chopped about $10,000 off his spending power. 


The tax bug bites bigger and harder, of course, as salaries climb. In the larger 
companies, salaries average $125,000 for presidents, $76,000 for vice presidents. 
In a recent survey, U.S. News and World Report found that most executive 
salaries were boosted an average of 10% (or $16,800) in 1959. How big a slice 
Uncle Sam takes can be seen in the case of Gulf Oil Co. president W. K. White- 
ford, who drew a total of $325,006 in salary and bonuses in 1959. His estimated 
federal income tax was $215,901. 


—NPN— 


Director’s fees are on the rise these days. The most common fee is still $100, 
however. Meeting fees are the most popular form of remuneration for outside 
directors, ranging from a token $10 to $1,000. Companies that don’t pay fees 
to outside directors usually pay annual retainers. 

Formal retirement of directors continues to be a minority practice, according 
to a survey by the National Industrial Conference Board. In a check of 274 
companies, NICB determined that 21% provide for compulsory retirement of 
directors. But most of these have adopted the policy since 1958, evidence of the 
beginning of a trend. Of the companies surveyed, 48% stated that their com- 
pulsory retirement age was 70, with another 30% setting the figure at 65. 


—NPN— 


This is the time of year when Reservists and National Guardsmen are called in 
for the annual two-week summer training period. Many companies allow employes 
to take the military leave in addition to regular vacations; some even make up 
the difference between service pay and the employe’s regular salary. If the train- 
ing dates turn out to be poorly timed from your business standpoint, the local 
military authorities will listen to a plea, provided the man can attend training 
at a later summer date. Complete excusal is hard to come by, particularly if the 
employe is one who has signed up in the “six months active duty and six-and-a-half 
years reserve” program. 


Incidentally, beware the employe who tries to recruit others into his Reserve 
or National Guard units. It’s patriotic and builds friendships, but you're likely 
to find five or six men in your department all called for summer training at the 
same time. 


—NPN— 


Suggested Reading: Need a good joke to brighten up a dry speech? Want to know 
the best way to handle a heckler, short of braining him? Like a list of appropriate 
toasts for all occasions? Experienced and amateur speakers will find Edward L. 
Friedman’s “Toastmaster’s Treasure” (Harper, $4.95) helpful reading . . . If 
you’re a yachtsman, take a look at “Boating in America” by William T. McKeown 
(Ziff-Davis, $6.95). More than 300 illustrated pages point out campsites, launching 
ramps, historical sites, and promising fishing waters . . . Professor C. Northcote 
Parkinson is back again, this time with a new Parkinson’s Law: Expenditure 
rises to meet income. The title of the book is “The Law and the Profits” (Houghton 
Mifflin, $3.50). The author trains his guns on the foibles and red tape that drape 
government spending and taxation, and he’s an accurate shot. 
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WHEN YOU SELL SUN QUALITY PRODUCTS, 
SALES TO LOCAL FLEETS COME EASIER 


An increasing share of the lubricant 


profits from the busy, bustling, local 
fleet market taxis, laundries, 
dairies, and the like...can go to 
the independent oil marketer. 

You can get all the help you need 
from Sun... to sell your story and 
set up your service facilities. 

Let Sun help you build and main- 
tain your reputation as a supplier of 
top-quality products. Sun has a line 
of petroleum products broad enough 





to satisfy every customer’s needs. 
You can sell a Sun product under 
your own brand name anywhere. In 
many areas you can get a distribu- 
torship for Sunoco fuel oils and 
other branded Sun products. In some 
areas distributorships for Blue Sun- 
oco gasolines are still available. 
Write to Sun Or Company, NP-7, 
1608 Walnut Street, Phila. 3, Pa. 
In Canada: Sun Oil Company 
Limited, Torontoand Montreal. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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NOW-A COMPLETE TUNE-UP 


genuine c utolite 


For the first time in replacement parts history you 
can get all of these benefits in a single program. 


FAMOUS BRAND NAMES 


You stock genuine tune-up parts from 
three of America’s most important original 
equipment manufacturers! Just place one 
order, with one source—you get the best, 
backed up with full-range sales benefits 
. . « profit advantages you’ve never 
enjoyed before! 


KNOWN 
COAST TO COAST 


FREE PARTS CABINET 


Gleaming white enamel and stainless steel 
with see-through plastic doors. Efficiency- 
engineered for easier inventory control 
and maximum stock display. Flexible two- 
unit design lets you stack or wall hang. 
Roomy, too! Big 6’ x 33” x 14” to fit your 
expanding tune-up needs. 


Trt | re 
Banos aa 


COMBINED CATALOG 


Your ordering’s simplified by just one 
easy-to-use catalog. Just one index—a 
complete listing of electrical and fuel 
system parts for most domestic cars and 
light trucks. Applications show alpha- |- 
betically, in bold type; parts illustrations 
head every column for fast, easy identi- _ 
fication and ordering. 


FREE TUNE-UP TRAINING COURSE 


Participation in the Autolite-Carter-Holley 
Program makes you, or any of your per- 


sonnel, eligible for an AEA-sponsored e | 
“how-to-do-it” course in the latest engine € ™ 
tune-up techniques. Know-how that means ee 


customer satisfaction, surer profits, too! 





COMPLETE PARTS AVAILABILITY 


Although you'll only want to stock the S 
fastest moving items, complete parts 
availability is as near as your phone. A 
single call brings you the most respected 
parts in the field. Double-quick delivery, 
too—the same kind your customers expect! 


TECHNICAL ASSISTANCE 


Your Autolite-Carter-Holley Service Dis- 
tributor is always available to help you 
take the guesswork out of tune-up! 
Factory-trained experts will assist you on 
any systems problem. Here’s technical 


depth that will make you the tune-up ra... ’ 


authority in your community. 


FREE MERCHANDISING AIDS 


Profit-attracting, free merchandising aids 
arrive with your parts assortment. You'll 
get five posters to speed tune-up traffic, 
a window decal that'll constantly remind 
customers of your quality-first tune-ups. 
You'll carry the mail, too, with fifty jumbo 
postcards announcing your new complete 
tune-up facilities. 


So, it’s your tune-up program—designed to increase your 
service business . . . your ability . . . your customers . . . your 
profits! Tailored to you—to combine your best abilities with 
the products of the most respected and experienced ignition 
and fuel parts manufacturers. 

For complete information on how you, too, can enjoy the profit- 
able benefits of the Autolite-Carter-Holley Tune-up Program, 
call your replacement parts distributor today! 


autolite-carter- holley 














PROGRAM COMBINING 
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SOld in 30 days !!!!!! 2s 


SE 
Pepsi__362 caseS ums 


Gas__10,000 extra gallons 


Between Friday, April 1, and Saturday, April 30, 1960, 
Ford Spencer Flying “‘A’’ Station, Wilmington, Dela- 
ware, sold 362 cases of Pepsi-Cola. What’s more, he 
sold 10,000 more gallons of gas than in April, 1959, 
when he only sold 15 cases through his vending machine. 
HERE’S HOW HE DID IT 

1. A mass display of Pepsi. 





2. He suggested to each customer, “Let me put a case 
of Pepsi in your car.” 
3. The customers brought the empties back for more 
Pepsi, more gas, T. B. A. purchases and service. 

To get your share of more total sales and profits, 
call your local Pepsi-Cola Bottler or write: 
Service Station Sales Department, Pepsi-Cola Com- 


pany, 500 Park Avenue, New York 22, New York. 
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YOU NEED rai ight, Tower 


FOR MODERN STATIONS 





Look at the interior of a Plastilux sign as well 


as the face. See how maximum light power is 
developed . . . how shadow-free engineering is 
perfected . . . how easy, low cost maintenance 


is assured. 


We operate _ service stations. Please 
have a Signvertising Engineer call. 


Only NPI makes the 
PLASTILUX ° sign 


NAME_____ 
i 


The service of a Signvertising® Engineer 
is available to you without obligation. | eee ae nS 
| a RIE ee Se oe 


|, i SS 


NWEOnNW PFPRODUVCSCTsS 
IrNwOCOORPFPORAT EY 
® Xaizmma a, Ohio U.S.A. 


SOO eee Gee Cee eeeeee2eeeq 
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Sure My Sales 

And Profits Are Good! 
ve Got Another 
Sinclair “First!” 

A New Motor Oil 
With Nickel... 

And It's Patented! 


Sinclair now has a U.S. patent on 
Sinclair Triple X Multi-Grade Motor Oil 
with nickel. It gives anti-wear 
protection like no other motor oil 

on the market today! 


ew Sinclair Triple X 
N Multi-Grade Motor 

Oil with nickel armor- 
plates engines against wear. 
rust and corrosion. Wherever 
there is pressure or load in 
an engine, nickel forms a 
tough, protective plating of 
smooth metal. Today, only 
Sinclair Triple X Multi- 
Grade Motor Oil contains 
nickel. A product of Sinclair 
Research, it is another 
Sinclair first! 

New product development 
is only one reason why it pays 
to be a Sinclair Distributor. 

As soon as you acquire the 
Sinclair franchise, the entire 
Sinclair organization is primed 
to help you get rolling — 
and keep rolling. 

You get the kind of financial 
help and administrative aid you 
need, You get assistance in 
bulk plant operation and service 
station development, too! 

To build extra fuel oil, 
industrial and farm gallonage, 
Sinclair puts a complete 
sales training package at 
your disposal. 

See your Sinclair Repre- 
sentative today for more 
details, or write Sinclair 
Refining Company, Mer. 
Distributor Sales, 600 Fifth 
Avenue, New York 20, N. Y. 
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Why Not Refine Just What's Needed? 





HE PRESSURE on marketing is now so 

great that the outlook for 1960, once rosy 

with cheerful expectations, is pretty gray. Sur- 
pluses remain at a high level. 

The situation has aggravated three marketing 
conditions harmful to the industry: (1) Price 
structures are shaky. (2) Shoddy marketing prac- 
tices are rampant. (3) Grumbling among rank 
and file marketers has risen to a loud pitch. 


Fortunately, this unhealthy situation has en- 
gaged the attention of top management in some 
companies. 

At a recent API marketing division meeting, 
M. J. Rathbone, head of the biggest oil company 
in the world, Jersey Standard, condemned a 
viewpoint that has caused much trouble—the 
“fallacy of the notion that additional volume will 
always produce additional profits.” 

“Marketers appear bent on destroying them- 
selves,” said C. J. Guzzo, Gulf Oil senior vice 
president, at the same meeting. ““We’ve told our- 
selves that supply will surely catch up with de- 
mand before we have to stick our necks out. 
Gentlemen, I doubt it! . . . The day of marketing 
decision is staring us in the face... .” 

The concern of rank and file marketers is re- 
flected in a talk by John Kuether, a jobber and 
former Northwest Petroleum Assn. president: 

“There seems to be an unwritten religion about 
refining that says it must operate at close to 
capacity. At least that’s what the economists 
say. And so the landowner, the production de- 
partment, and the gathering line—all pouring on 
the gospel of more and more volume—cause the 
refinery to make more products than the con- 
suming public either needs or wants. It then 
ends up in the lap of the marketing department. 
And that is where you and I (jobbers) come in.” 

Marketers are like a seaman in a leaking boat, 


trying to bail out water faster than it pours in. 
The frustration has given way in many areas to 
desperation. 

In some companies, it is lack of control or 
lack of responsibility that results in excessive 
runs. In those companies, the marketing depart- 
ment has little or no voice in determining the 
volume of throughput. Usually that’s where the 
big surpluses occur. 

In other companies, marketing management 
has a voice in estimating throughput, basing it 
on market needs. Usually those companies main- 
tain a fair degree of balance. 

When the surpluses pile up, refiners ask: What 
shall we do with it? 

Their explanation is that “a home” must be 
found for it, and the marketers should dispose 
of the surplus. 

That’s looking at it backwards. Why should 
there be a surplus in the first place? 

Why not just refine what’s needed? 


The Problem With Station Permits 





CURE for the almost universal antagonism 

toward station building permits may lie in a 
new approach, A hint of what’s wrong floated up to 
the surface in a recent conference of the American 
Society of Planning Officials. 

The city planners held a panel discussion of 
zoning as related to service stations. (See report, 
p 122) After the meeting, one oil-industry observer 
had this to say: “I think they were impressed by 
our spokesmen. They seemed to agree that stations 
are safe enough. But it struck me as significant that 
when uttering their strongest criticisms, they un- 
consciously stepped out of their role as public offi- 
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cials. They spoke more as ordinary citizens taking 
a look at service stations in action and not liking 
what they see. It’s painfully apparent they just don’t 
like the over-all appearance created by the multiple 
gimmicks we use to advertise our goods and ser- 
vices. While we think of such devices as sales aids, 
I wonder, in the light of their adverse attitude, 
what we have sold?” 

Many displays, mobile and static, are appropri- 
ate by themselves. But when mingled in wild dis- 
order with a profusion of other material, the general 
effect of an over-displayed station is not only un- 
sightly, it’s self-defeating. 








an Important message to our customers and prospects 


has joined 
DAYCO CORPORATION 


Metal Hose & Tubing Company, makers of National Hose, Dayco, with sales over 100 million dollars annually, has 
is now a member of Dayco Corporation. wide experience in plastics, synthetic and natural rubber, 
This joining of forces now gives our customers a greatly improved urethanes, fabrics, cords and chemicals. 
strengthened key source for high pressure steel and fiber Now, backed by Dayco’s large staff of research engineers, 
reinforced rubber hose and precision engineered reusable it will be possible to expand our line into other, much needed 
fittings. products. If you have a problem in transfering petroleum 
Metal Hose & Tubing Company pioneered the first suc- products, solvents and chemicals, contact us. We may have 
cessful hose and fittings for petroleum products in 1912... the hose to solve it right now. 
and is still the leader in the field. METAL HOSE & TUBING COMPANY, DOVER, N. J. 


Division wy... ~ Corporation (Formerly Dayton Rubber) Dayton, Ohio — Headquarters for New Ideas 
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National Petroleum News 


If it clicks in its first tryout, 


Jersey may use it everywhere 


JERSEY STANDARD has selected the Pacific 
Northwest’s rough seaboard market to test accept- 
ance of the brand name “Enco.” 

The outcome of this test, which began June 10th, 
will determine whether “Enco” is adopted na- 
tionally in the five divisions of Humble Oil and 
Refining Co., a subsidiary of Jersey Standard, as 
presently contemplated. 

“Enco” will also be seen in Ohio this fall, when 
Humble will begin opening its first stations there. 
After that may come the Oklahoma and Pate divi- 
sion in the Midwest, then the Humble division in 
the Southwest. Last to change, if it does, would 
be the Esso division, which has invested many 
millions of dollars over the years in the promotion 
of “Esso” in its 19-state area. 

Humble’s Carter division began conversion June 
10 in about 160 stations in western Washington 
and Oregon. Carter has a total of 272 outlets in 
those states, some in the eastern regions. 

“Enco” was announced in spread advertisements 
in newspapers and radio and TV, kicking off a 
massive advertising and promotion program. 

Gummed strips bearing “Enco” and “Enco Ex- 
tra” were posted on pumps over brand names 
“Carter” and “Carter Extra.” Banners strung over 
the pump islands proclaim the new brand, while 
posters in office windows feature the new name. 

The Carter oval remains for the time being. It 
may be changed to “Humble” or “Enco,” depend- 
ing on how the test goes. To tie “Enco” more 
closely into the Humble family in the public eye, 
a Humble sign or individual letters will be mounted 
on the stations. 

Enco contains an additive described as “new 
patented—No. 289269—energy booster.” This is 





The Name's the Same—Al most 


THE WEST COAST'S “Battle of the Standards” could 
become a battle of brand-names, featuring some look- 
alike, sound-alike names. Example: while Jersey Standard 
tests its new brand “Enco” in the Northwest, Standard 
Oil Co. of California is introducing the brand-name“Esco” 
on lighter fuel cans distributed to retail stations. Jersey 
reportedly considered using “Esco,” but shied away be- 
cause of the similarity to “Esso”—which can’t be used by 
Jersey where other Standard companies market. 
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‘Enco’ brand made debut at 160 Carter division stations 
in Northwest. Promotion features Jersey oil-drop figure 


considered significant because Esso and Humble 
motor fuels don’t promote additives. 

The ad shows the origin of “Enco” as combina- 
tion of the first syllables of “energy company.” It 
refers to Humble as “America’s leading oil energy 
company.” Enco, says the ad, is a high-energy 
fuel. Enco Regular is recommended for compact 
cars. 

The advertisement spread shows a pump on the 
left-hand page featuring the “energy booster” 
theme. The facing page reads: “Carter announces 
the new high-energy gasoline Enco Extra, a dis- 
covery of Humble, America’s leading oil energy 
company . . . New concept in high energy fuel for 
cars, from the nation’s leading energy research lab- 
oratories made with new patented energy booster 
that releases full engine power.” 

“Gives instant response . . . smoother perform- 
ance . . . new gasoline economy before your next 
tuneup .. . try a tankful of Enco Extra and see 
what happens new “Enco” high-energy fuel 
at regular price. Has same new energy booster as 
Enco Extra . . . especially formulated for compact 
cars . . . Carter division of Humble Oil and Re- 
fining Co. . now at your Carter dealer.” 

The ad features the Carter oval, the Humble oil 
drop, and the slogan “Happy Motoring.” 

The test in the Pacific Northwest is bold, yet 
logical. Carter is not strong there compared with 
the seven majors, but it has been gaining position. 
The first three months Carter had 3.42% of tax- 
able motor-fuel volume in Washington (7,264- 
million gal.), compared with 2.81% last year 





(Begins on page 119) 

(5,653-million gal.), and in Oregon 2.32% (3,389- 
million gal.) compared with 1% (3,389-million 
gal.) in 1959. 

The market is better suited for a concentrated 
campaign than is the Oklahoma/Pate region in six 
Midwestern states. More impact can be achieved 
with less money. 

A block “E” is used in “Enco” instead of the 
script “E” used in “Esso” and in “Energy” in 
current national ads. | 

Reaction has not yet been determined. Almost 
all competitors were aware of the changeover, 
though NPN talked with a ranking Seattle mar- 
keter who four days after the June 10 blast was 
not aware of it. Some Seattle newsmen, too, were 
oblivious to the promotion. 

The Seattle switchboard operator now answers 
calls, “Good morning. Humble.” 

What’s Ahead in Ohio—Meanwhile, back in the 
Midwest, Humble’s Ohio division plans to open 
its first “several” stations in the Youngstown- 
Canton-Niles area, by mid-October if weather per- 
mits. Outlets will be two-bay porcelain enamel 
stations, differing from the latest existing Humble 
designs. Yard lighting as well as station lighting 
will be used. 

Earlier, Humble (Ohio) asked for competitive 
bids for 10 stations to be built in 1960 and 60 to 
be built in 1961. 


Delivery Tickets 


Weights and Measures leaves the 
way open for postcard billing 


HEATING-OIL jobbers got what they wanted 
from last month’s National Conference of Weights 
and Measures in Washington. Under a conference 
resolution, jobbers can leave delivery tickets (1) 
at time of delivery or (2) at any other time mutu- 
ally agreed upon by jobber and his accounts. 

The resolution culminated months of work by 
the Oil-Heat Institute and the American Petroleum 
Institute to show the heating-oil jobber’s side to 
important conference members. 

But this resolution is only a guide that weights- 
and-measures officials can use in suggesting legisla- 
tion to their lawmakers. It’s up to jobbers to urge 
its adoption in various states. 

The conference also: 

e Adopted a hands-off policy on whether states 
should require temperature compensation for LP- 
gas sales. The conference set a gal. at 231 cu. in., 
interpreted to mean at time and temperature of 
delivery. 

e Exempted LP-gas men from the delivery-tic- 
ket recommendation because different units of 
measure are used for LPG and heating oil. 


Octane Arithmetic 


Detroit's push for higher-octane 
regular is cutting premium sales 


AUTOMOBILE manufacturers, pushing the oil 
industry to manufacture higher-octane regular- 
grade gasoline, are creating a threat to premium- 
grade sales, says a major oil company. This trend 
represents a drain on profits that could more than 
offset all efficiency improvements made in refining 
and marketing in the past two years, the company 
adds. 

“Much more important to the industry than the 
cost of octane is the revenue loss to the industry 
due to downgraded premium customers,” the major 
says. “This loss of premium sales revenue can be 
more than twice as large as the cost of the octane 
on regular.” 

This interpretation is unusual. Most earlier dis- 
cussions of octane economies have generally em- 
phasized the refiners’ costs of raising the octane 
rating of regular—about $100-million a year for 
each octane number. The effect on profits, through 
loss of premium buyers to regular grade, for the 
most part has been overlooked. 

Studies of premium sales throughout the U.S. 
have shown that as the octane of regular-grade in 
an area is increased, the sales of premium have 
declined. 

“The recent push by automobile manufacturers 
to influence the petroleum industry to increase 
regular octanes is not in the interest of the industry 
or of the motorist,” the company says. It takes 
three octane numbers to produce the difference 
between a “trace knock” and a “light knock,” and 
yet oil companies, “like sheep,” follow upward 
when any competitor increases his octane by as 
little as one number. 

Here’s an example of the cost of advancing 
octanes from 88 to 90: 

Cost of the octane could run about 0.3¢ gal. 
for regular, or 0.15¢ gal. over all, assuming regular 
sales amount to about 50% of total sales. Down- 
grading of premium customers could be estimated 
at 11%, for 88-octane regular provides about 
58% satisfaction with motorists, and 90 octane 
gives about 69%. Assuming a profit margin of 
2.5¢ gal. on premium gasoline, the loss of income 
from downgrading (11% times 2.5¢) comes to 
about 0.27¢ gal. of total gasoline sold. 

This adds up to a total cost of 0.42¢ gal. (0.15¢ 
cost of extra octane plus 0.27¢ cost of loss of 
premium sales). This 0.42¢ gal. of total motor fuel 
is the equivalent of about 0.8¢ gal. of regular- 
grade sold. 

While a 1¢-gal. price increase on regular-grade 
would compensate for the increased octane, such 
a price hike shows no sign of materializing under 
current supply-demand conditions, the major says. 
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‘Wishbone’ access roads provide at-grade sites. Light is 
back 600 ft. from exit, where overpass returns to grade 


‘Wishbone’ Plan 


It may set pattern for station 
location on interstate highways 


HOW WILL service stations be set up on rural 
sections of new interstate highways? As state leases 
on state-owned land? Or as conventional outlets 
on private land near interchanges? 

That’s a question oil marketers are asking more 
frequently now as stretches of new road near com- 
pletion. Most marketers prefer the latter alterna- 
tive, because it will give all companies an oppor- 
tunity to develop sites in the customary way. 

One of the first extended stretches of such new 
highway to be completed is between Columbus 
and Medina, Ohio, about 100 miles long. It’s due 
to be opened in August. The state highway depart- 
ment has just adopted the “wishbone” plan for 
station location, which most oil marketers wanted. 

This plan was worked out by representatives of 
the highway department, state planning conference, 
highway-user groups, and the oil industry. 

At rural interchanges, service stations and other 
business establishments will be located (1) along 
at-grade access roads running parallel to the sec- 
ondary road or (2) 600-1,000 ft. down the secon- 
dary from the primary highway, beyond the point 
at which the overpass returns to grade. In either 
case, costly land-fill is eliminated. 

The difficulty is that this arrangement will 
leave station building up to chance. Oil companies 
admit that not all interchanges will have enough 
traffic to justify a gasoline outlet. Highway de- 
partments lean to state-owned sites on the inter- 
state roads to assure ample servicing. 

Now it’s up to oil companies to make the “wish- 
bone” plan work. Ohio has made this clear. Some 
major-company men are saying they may have to 
build a “duster” or two—just to make sure high- 
way departments don’t take the state-owned route. 
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Fuel-Oil Profits 


Is jobbers’ rate of return big 
enough fo attract new capital? 


RATE OF RETURN on sales or investment before 
taxes for most heating-oil jobbers is not great 
enough to attract new capital or new blood to the 
industry, says Walter J. Salmon of the Harvard 
Graduate School of Business Administration. 

Salmon is working with Oil-Heat Institute of 
New England on a cost survey of oil retailing 
(the completed survey report will be ready by 
September). The survey covers 1957 records of 
83 heating-oil jobbers of all sizes in the Greater 
Boston area, who handle 40% of the area’s retail 
gallonage. 

Speaking at OHI of New England’s recent con- 
vention, Salmon reported: 


Jobbers had a median net profit before taxes 
of 1.67% on sales and 9.15% on investment. The 
latter should be closer to 15%, and it can be if 
jobbers increase margins. About 25% of jobbers 
had a pretax investment return of more than 18%. 

As an industry, jobber pretax median return on 
investment is not as high as that for food chains 
(24%), variety chains (16.5%) and department 
stores (14%). But compared with stores of the 
same size as their operations, jobbers did not do 
too badly. Median gross profit on all sales (oil, 
equipment, and service, and other sales including 
heavy oil, gasoline, coal) was 29.23%. Despite 
similar median grosses on light oil (27.06% of 
sales) and on equipment and service (45.46% 
above cost of materials only, and not covering all 
labor charges), some jobbers had a much lower 
over-all gross because more of their volume came 
from other sales (gross median profit of 24.07%, 
the lowest of the three lines). 

Total expense was 27.21% of sales, labor taking 
more than half, or 16.54%. Jobber differences in 
total expense are related to the differences in the 
proportion of sales in each of the three lines. 

Margins averaged 4.11¢ gal. (Now they are close 
to 5¢ gal.) Jobber differences in margins stem 
from differences in purchase price, not selling price, 
with medium and large jobbers getting a bigger 
break on purchase price than small dealers. 

Equipment-service labor costs plus cost of goods 
came to 92.13% of sales, did not include costs 
of operation service-equipment trucks, supervision 
of parts inventory, or commission on equipment 
and service sales. 

Pre tax net profit differed among dealers. The 
reasons for this are not clear. Only one dealer 
policy appears related to the difference: As the 
percentage of accounts on service contracts rose, 
net profit as a percentage of sales dropped. 

Gross profit on equipment-service varied from 
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low of 39.27% to a high of 61.21% of sales, in- 
dicating wide swings in pricing. The higher the 
markup on equipment, the lower the ratio of such 
sales to oil sales. This would imply markups might 
have to be cut to sell more equipment. 


Sale of more equipment and service might help 
retain or expand oil’s share of the heating market. 
But expanded equipment and service sales may 
only aggravate the unprofitable state of equipment 
and service business. 


TML Performance 


Socony Mobil says it’s better 
than TEL in certain cars 


THE ANTI-KNOCK agent known as TML has 
been given another boost by one of the first majors 
to use the compound. 

The company is Socony Mobil Oil Co., which 
applied for patents on a new motor fuel using tetra- 
methyl lead (TML) at the beginning of the year 
(NPN-Feb. p85). Socony Mobil now reports that 
TML “gives better anti-knock performance in cer- 
tain gasolines than does tetraethyl lead (TEL).” 
And, bolstering predictions that TML may be a 
hot marketing item in the Sixties, a third U. S. 
manufacturer has entered the TML-TEL field. 

Socony Mobil’s Findings—What are the advan- 
tages of TML over TEL? Mobil gives three: 

e@ Higher octane in reformate gasolines; 

e@ Lower knock in stick-shift cars because of 
TML’s superior engine distribution; 

e@ Better over-all performance in the engine, 
even when uniform distribution exists. 

Ethyl Corp., one of TML’s manufacturers, backs 
up Socony Mobil’s findings. “Because of TML’s 
greater volatility,” says Ethyl, “it reaches all cylin- 
ders more readily than TEL during manifold lag.” 

By substituting TML for TEL, Socony Mobil 
researchers found an average increase of three 
octane numbers in 50% of all stick-shift cars and 
an increase of two octane numbers in 90% of 
them. Even in American cars with automatic trans- 
missions, an increase of two road octane numbers 
is frequently obtained with TML, says Mobil. 

Mobil Oil Co., Socony Mobil’s domestic oper- 
ating division, began marketing Mobil Methyl in 
the Syracuse, N. Y., area in late May and in Sioux 
City, Iowa, in mid-June. Mobil International, So- 
cony Mobil’s overseas division, introduced it in 
Venezuela in mid-June. 

Third Manufacturer—Houston Chemical Corp. 
will join Ethyl Corp. and Du Pont in the TML-TEL 
field. After recently purchasing Commercial Sol- 
vents Corp.’s antifreeze and automotive chemicals 
marketing operations, Houston started site prepara- 
tion next to Mobil Oil’s Beaumont refinery. It’s 
said to have contracts for the sale of TEL to major 
gasoline refineries already. 


Station Zoning 


Planning men hit excess station 
advertising, bad housekeeping 


POINT-OF-PURCHASE advertising used exces- 
sively in many service stations is evidently a sore 
point with the public. Too many stations look like 
activated billboards, says Allen Fonoroff of Cleve- 
land’s City Planning Commission. 

Fonoroff was on a station-zoning panel held 
during a recent conference of the American Society 
of Planning Officials at Bal Harbour, Fla. He spoke 
out against bad housekeeping, rotating signs, 
flashing lights, stacks of oil cans, and a multiplicity 
of pennants and banners. 

A second panelist, Daniel W. Varin of Detroit's 
City Planning Commission, says zoning officials 
accept industry statistics which show that service 
stations are not fire hazards. He also feels that 
intelligent zoning controls ought not to fix arbitrary 
distances between stations. 

But he joined with Fonoroff in criticizing sta- 
tions for their low housekeeping standards. He 
said, too, in his opinion there are too many 
stations. 

A discussion period brought forth agreement 
that stations are not traffic hazards. But many 
feel that stations do generate traffic. 

Others disagreed with the industry claim that 
stations are no different from other retail busi- 
nesses. The main difference noted was that most 
general retailing is done indoors, while much of 
a station’s business is done in the open. 

One member asked why a station itself readily 
identifiable, needs identification signs. Motorists 
need a means of identification from a distance, 
answered the oil-industry members of the panel. 

The oil industry’s case was presented by J. E. 
Niland, Humble operations manager and G. Ben- 
son Smith, attorney for Mobil’s New York division. 

Niland said the oil industry does not oppose 
zoning but does oppose discrimination. He pointed 
out that the industry definition of a service station 
does not include body or fender work, painting, or 
major motor repairs. And he said free enterprise 
carries its own cure for overbuilding. 

Both Niland and Smith called attention to the 
zoning policy of the American Petroleum Institute 
as set forth in the API booklet, “The Place of the 
Service Station in the Community.” 

Smith emphasized that the policy does not call 
for service station permits in residential areas 
where other businesses are banned. What the in- 
dustry does ask for is to be free of special restric- 
tions on station locations not imposed on other 
retail businesses in the area. 


(For a further look at the problem of too much 
station display, see editorial, page 117.) 
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PORTABLE ‘GAS’ STATION, being tested by the U.S. 
Air Force, refuels six jets at once. In demonstration, 
nine F-100’s were landed, refueled, ready for flight 
in 30 minutes. Developers are Goodyear, Bowser. 
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PERPETUAL CALENDAR of WRECKAGE of Humble’s ‘inverted-umbrella’ station 
Case Oil, Windsor, Conn., in Dallas that collapsed mysteriously (NPN—June 
is a conversation piece. pli2) is cleared away. Built by a real-estate de- 
Magnets hold red rings veloper, the station is open again—with a bob- 
to sheet-steel calendar. tailed look. Rebuilding plans are indefinite. 


FUEL CELL drives racer. Exide is developing the cell for industrial MULTIFUEL ENGINE has just been introduced in the U.S. 
material-handling trucks. Later the cell might be adapted to autos. by Rootes Motors. Developing 105 brake horsepower, 
Oxygen in tank unites with zinc in potassium hydroxide electrolyte. it uses all gasoline grades, kerosine, diesel oil, jet fuel. 
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Extras for Profits 


Gasoline jobbers must diversify, 
jobber tells NOJC session 


ICE-CUBE machines can mean “cold, hard cash 
for gasoline jobbers,” says Richard L. Kuss, vice 
president of Bonded Oil Co., Springfield, Ohio. 
Though gasoline and motor oil are still the main- 
stays of the service station, the “extras” can be as 
important as popcorn sales to a theater owner, 
he believes. 

Kuss stresses the advantages of diversity. Some 
service stations average $250-$300 per month all 
year from their ice machines alone, he points out. 
One makes as much as $400 per month. 

Speaking at the recent National Oil Jobbers 
Council (NOJC) meeting in Washington, D. C., 
Kuss listed 10 other products or services jobbers 
can use to increase their profits: Recap tires (which 
represent about a third of the replacement market); 
batteries; bags of coal; charcoal briquets, lighter 
fluid; cigarettes; ice cream, milk; garden tools; 
do-it-yourself tools; laundromats; toys, clothing, 
household wares. 

Talking to about 150 jobbers at NOJC’s gasoline- 
jobber session, Kuss cautioned against “putting all 
your eggs in one basket” by selling only gasoline 
and motor oil. 

He warned that when a jobber decides to diver- 
sify, he shouldn’t stop there. Careful thought should 
be given to selection and arrangement of the prod- 
ucts and to motivation of the dealer. 

Kuss thinks sales training can spell success or 
failure. “The average working person puts recog- 
nition ahead of compensation. Maybe if we had a 
little more recognition we’d have a little less dealer 
turnover,” he says. 

Increasing Motor-Oil Sales—Certainly gasoline 
and motor oil sales shouldn’t be ignored, says Kuss, 
for they’re the mainstay of the service station. But 
motor-oil ratios, which have been dropping steadily 
for the past few years, have reached a new all-time 
low of .89. (See page 157). On the other hand, the 
motor-oil ratio at the service stations supplied by 
Kuss is an average of 1.51. How does he do it? 


“Getting under the hood is the most important 
thing if you want to increase your motor-oil sales,” 
says Kuss. He has conveyed this idea through sales 
meetings and various bulletins to his dealer. “Safe 
is the magic word when talking to a customer about 
motor-oil changes and battery replacements. Don’t 
just check the water and oil; stress the idea that 
safety under the hood means safety on the road. 

“Another reason why motor oil doesn’t sell is 
the immobility of the display. Even if it’s out on the 
island where the customer can see it, it becomes a 
permanent fixture after awhile. Move your motor- 
oil display around. If the company’s packaging the 
oil in a new-type can, mention it. Above all, men- 
tion it to the customer.” 
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Frontier Refining has dropped its house-brand 
“platinum” stamps in its 12-state market area. The 
stamps are being replaced with premiums. 


> American Oil Co. has bought assets of American 
Oil & Gas, Dallas, including a bulk plant in South 
Dallas, two leased locations and three fee proper- 
ties, 20 dealers and 10 commercial accounts. Some 
stations sell under “American brand; most use the 
“Premier” brand. Amoco plans to continue the 
operation with present brands and personnel. 


Cities Service chairman Burl S. Watson says his 
company’s refinery runs averaged 7.5% below a 
year ago for the period Jan. 1-May 7. 


Phillips Petroleum has purchased over 1-million 
shares of Union Oil Co. of California common 
stock, or about 12% of the total outstanding. 
Phillips says it’s strictly an investment, not a 
merger or consolidation move. 


Indiana Standard dealers in Chicago who give 
stamps have largely moved their prices up 1¢ over 
those of dealers not giving stamps. 


Tidewater Oil Co. has purchased the fixed assets 
of Wheless Oil Co., Louisburg, N.C. jobber with 
one leased station, 23 dealer accounts, six commer- 
cial accounts, 40 farm accounts and 436 fuel-oil 
accounts. The Wheless bulk plant has been bought 
by Woodrow Warren, Tidewater consignee in 
the area. 


Golden Eagle Refining Co., Los Angeles inde- 
pendent refiner-marketer, has become a wholly- 
owned subsidiary of Ultramar Co. Ltd., British 
international oil company. John M. Shaheen con- 
tinues as Golden Eagle president. 


Sun Oil Co. has created a formal dealer advisory 
organization, with councils in each of Sun’s 60 
sales districts and eight regional councils. 


California Public Utilities Commission has granted 
common carriers of bulk petroleum products an in- 
crease of $2 in their minimum hourly rates, to $8. 


Shell Oil of Canada is building a refinery in 
Rockyview, outside Alberta, to manufacture gaso- 
line and heating oil for the Alberta market. Runs 
probably will be 8,000 b/d. 


Ethyl Corp.’s research division predicts the num- 
ber of cars on the road will rise from 56.5-million 
to 71.4-million by the end of 1964. At the same 
time, gasoline consumption for all uses is expected 
to rise from 57-billion to 67.1-billion gal. annually. 


Shell Oil Co. of Canada Ltd. now owns a ma- 
jority of stock of North Star Oil Ltd., Winnipeg. 
North Star’s 1,000-plus Canadian stations will con- 
tinue to operate separately. 
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“NO—NO BUGS ON THE WINDSHIELD. IT EATS 'EM!” 


THE BRIGHTER SIDE... 


As an independent marketer, you'll find “no bugs” in * REFINING COMPANY 
your agreement with Ashland Oil & Refining Company. - 

As the nation’s largest independent supplier of petro- Home Office: Ashland, Kentucky 
leum products, Ashland Oil understands and respects ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
your independence. Here are a few of the benefits you * _Enicott square-CHICAGO, ILL., 6 N. Michigan Avenue 
get from a working agreement with us: _CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


+ You get to do your job without interference, CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 
+ . a. . Standard Bidg.—DETROIT, MICH., Dearb P. 0. B 

@ You get effective merchandising plans and selling tools. a aes OMS 

6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


@ You get products of the highest quality... developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street-—NASHVILLE, TENN.,5 MainStreet 
—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales 
program for independent marketers can benefit you... 
write, wire or phone us today! 





The independent Supplier fr Independents 
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How to Buy 
a Heating-Oil Jobbership 


ORE AND MORE jobbers are buying out other 
| heating-oil men—other jobbers, resellers, and 
just plain peddlers. How about you? About a dozen 
East Coast heating-oil jobbers actively buying up 
competitors were interviewed to find out how they 
go about it. Here’s what they say: 

“We want healthy annual growth.” Time was 
when they could count on a regular 6%-7% or 
even 10% annual gallonage growth in most mar- 
kets. But natural gas has changed all that. ““We’re 
lucky to get 3% growth a year now, and we have 
to fight like hell to get that.” 

Secrecy during negotiations for a company is 
vital, but that does not mean the purchase of an- 
other jobbership is a do-it-yourself project. It 
should include legal talent—your attorney, financial 
advisers, company treasurer, CPA, or banker. 


Where to Pick Up Leads 


If you drop hints among the trade that you’re in 
the market to buy, you'll get a line of a few candi- 
dates who are likely to listen to your sales pitch. 
Other leads can come from any of the following 
sources: 

e@ If you’re a wholesaler in addition to a retailer, 
your wholesale sales manager can give you a fair 
idea who wants to sell and who doesn’t. So can your 
treasurer or credit manager; they know who is 
having trouble meeting credit terms. Your sales 
records will show who’s gallonage is dropping off. 

e Analyze your competitors. Check their ages, 
whether or not they have sons to succeed them, 
whether or not the sons are interested in oil retail- 
ing. List owners’ hobbies, then approach them with 


the idea of spending their remaining years taking 
it easy, enjoying their hobbies. 

e@ Talk to salesmen coming into your shop. 
They hear and know a lot about competitors who 
may be having a tough time financially. 

e Your supplier may be another source to 
check. 

e Watch the obituary columns. A jobber you 
know may die and you know only a wife survives 
and that she knows next to nothing about heating 
oil. She may be willing to listen to a bid. 

e@ If you are active in a bank or savings and 
loan association, check the loan-application files 
for jobbers who are on the hook. 

e@ Send out letters offering to buy. A Philadel- 
phia jobber does this on a yearly plan, getting 
names and addresses from the classified section of 
the phone book. “It costs us stationery and post- 
age for each letter,” he says. “Maybe we get a few 
nibbles, and maybe we won’t. But one thing is sure: 
If anybody wants to see us, he'll get in touch with 
us eventually.” 


Assembling, Assessing Physical Assets 


You’ve got a hot prospect who wants to sell. 
Your job now is to find out all you can about the 
business, even though you think you know the 
whole story. After that, assess the deal from your 
view, calling in your legal and financial advisers for 
counsel. Your financial expert will tell you how 
much he thinks you should pay for the company. 
A few jobbers say they use his advice as a guide. 

What’s involved in the deal? Figure it out in 
these steps, says one jobber: 
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e@ List the facilities included in the sale. This 
can include land, office building, garages, ware- 
house, bulk plant and trucks; these are the physical 
assets. Also find out the number of accounts, the 
grade of oil they receive, what they pay per gallon. 
(Other jobbers prefer to tackle accounts separately.) 

@ Opposite each item on the list, put the price 
the seller wants. 

e@ Appraise his physical assets. Send your own 
operating departmental heads, if you’re set up that 
way, to look over what’s offered. 

e@ Put their estimates next to the seller’s price. 

@ Find out whether you can pick the assets you 
want and then determine what you want. Ask your- 
self questions like these: 

Do I need the land and office? If I buy them, 
can they be sold at a profit in a short time? Can 
the office and other buildings be converted to some 
other income-producing use? 

Do I need the bulk plant and storage. Can I un- 
load or load my transports there? If I don’t take 
it, what will happen if a discounter buys it? If I 
buy the plant, is it in good enough condition to be 
sold piecemeal to others? Can I use the plant as a 
relay loading place? How muck truck and driver 
time will I save? 

In what shape are the trucks? How much will it 
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questions: 
know wh 


cost to put them in operating condition? Are they 
big enough to fit into my operation? (One jobber 
says he’s not interested in any business unless it 
has about 1|-million or more gal. a year. “With 
smaller companies, we’ve found that we can’t use 
their trucks; they are too small.”) If 1 buy trucks, 
can I sell them at a fair price? (A New Jersey 
jobber says he paid $13,000 for a company with 
340 accounts and four trucks. “We sold two trucks 
for $4,800 shortly after taking over, to cut our out- 
lay for the business by that amount. It also cut the 
cost of getting these accounts to $15 per account, 
cheaper than what it would cost us for salesmen to 
dig up that business.) 

By now you know what you need, what the seller 
wants, how much your people think it’s worth. 
Your next step: Decide what it’s worth to you, 
using the estimates of your people as a guide. If 
you and the seller are too far apart, you'll know 
about it. 

If there is no easy solution by horse trading, 
suggest the final price be set by appraisal experts. 
You select one, he selects another and the two of 
them select a third. Real-estate people can give 
you a figure on land and buildings, truck salesmen 
can give you an estimate on trucks, and bulk-plant 
engineers can tell you what the plant is worth. De- 





cide how the bill for appraiser’s fees is to be divided 
before you call them in. 


What to Know about Accounts 

Before jobbers buying competitors come up with 
a firm price on the accounts, they want to know 
such things as: 

Position of company in the market. Is it aggres- 
sive, growing, stagnant, or dwindling? (Most fit into 
the latter two categories, because “that’s why they 
are on the market,” says a jobber.) Aggressive 
operations are apt to have good management, have 
steered clear of trouble, and are not on the market. 
It’s only special circumstances that put such opera- 
tions up for sale. 

Gallonage. Is it big enough to be handled at a 
profit without too much overhead and without add- 
ing too much investment in new trucks or storage? 
What’s the breakdown of gallonage by grade of oil? 
Is it as much as the seller says it is? (A check of his 
books will give you the story. If he won’t produce 
books, say jobbers, they are not interested in any 
sort of a deal.) 

Market area. Is the potential there? What’s the 
radius of the market? Does the seller’s company 
fit in your scheme of operation? If it’s in another 


What to Ask 


area, do you have the time to oversee its operation? 
Do you have qualified personnel who can take it 
over? 

Price structure. How much gallonage pays full 
price, how much pays a discounted price? (If too 
much gallonage is discounted, some jobbers aren’t 
interested in further talks. “It may be more trouble 
than it’s worth trying to get accounts back in the 
habit of paying full price,” says a jobber.) Are 
trading stamps a factor? Is burner service free? 
(Jobbers who offer burner service contracts aren’t 
too happy to take over a company that has been 
giving service free.) 

Type of accounts. Are a majority established 
homeowners, with most of their mortgage paid 
off? Or are they newly married couples stretching 
their credit to the limit? 


What's the Labor Picture? 


If the company you are thinking of buying has 
union labor and you in your own company have 
no unions, think twice about buying. “You can 
get yourself a lot of headaches,” says a major-com- 
pany man, “if you try to mix the two. You'll find 
that your own employes may wind up union 
minded.” 


What to Do With Employes 

Principals—Buying jobbers are split on what 
to do with principals of companies they buy if 
principals aren’t ready for retirement. Some job- 
bers think putting principals in charge of the com- 
pany they once owned is a good idea. “It keeps a 
man who knows the business and the accounts on 
the scene,” says one jobber. And many majors, in 
buying out larger jobberships, generally keep the 
head man on in an advisory capacity. 

Other buying jobbers are dead set against taking 
the principal along. Their reason: “If he was any 
good managing his own company, it wouldn’t be 
up for sale. We don’t want or need him.” 

Both groups agree on this big point: If he’s not 
part of the deal, make sure he’s out of the picture. 
Buyers wrap that provision up tight in the purchase 
agreement by making it clear (1) the principal can’t 
engage in any oil retailing for 5 or 10 years or (2) 
can’t go back into business except in an area that’s 
50-100 miles away. 

Key Personnel—Jobbers are split on how to 
handle key personnel. One jobber who isn’t likely 
to take over key personnel says, “Keeping them on 
could lead to management clashes because they 
may have old-fashioned ideas.” Another jobber 
adds, ““They may be hard to train to your way of 
doing business.” 

Other jobbers say that if you take the principal, 
ijt may be wise to take some of the second team. 
And if the company you're buying is in a small 
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Before You Buy 


town, your public relations won't be advanced any 
if you dump most of the old workers and bring in 
your own. 

It’s a good idea to check over key personnel be- 
cause one or two of them, not the principal, may 
control the company’s gallonage. Failure to find 
out who controls the gallonage can be a sad ex- 
perience, as one New Jersey jobber testifies: “We 
paid $18,000 for a company with 590 accounts, 
plus rolling stock,” he says. “In a year, we only 
had 160 accounts left. What had happened was 
this: A retired salesman of the company we bought 
heard about the sale, got a job with a competitor 
and grabbed most of the gallonage away from us. 
We thought the principal controlled the gallonage 
but we found out differently.” 

If the company you’re buying is in a area that’s 
new to you, it may be a good idea to keep such 
personnel as the dispatcher (he knows the area), 
the burner-service manager (he knows the trouble- 
some burners), and the credit manager. 


Who Gets Receivables, Payables 

Accounts receivable of the company you plan to 
buy can be handled in either of two ways: 

e Buy them at face value if guaranteed by the 
seller, with the stipulation that after a certain 
period (30, 60, or 90 days) the uncollectable ones 
are to be repurchased by the seller. 

@ Let the seller keep them. A jobber who pre- 
fers this method says, “We think they are too risky 
to handle. It’s better for the former owner to fight 
for them. If we go after them, we aren’t improving 
our relations among some of our new accounts. And 
if accounts receivable are killing the seller, why 
should we buy that headache?” 

Jobbers agree that there’s only one way to handle 
accounts payable. “Let the seller liquidate them,” 
is their idea. But be sure you have this point 
covered in any purchase agreement. 


When Should You Buy? 

Heating-oil jobberships are on the market 12 
months of the year, and jobbers who want to ex- 
pand will buy when the opportunity arises. Even 
so, they prefer to buy in the middle of a heating 
season. 

The reason is simple: “That’s when most of your 
competitors are up to their necks in work and they 
don’t have the time or the men to put on the road 
to raid the accounts you are buying,” says a Con- 
necticut jobber. Your competitors consider it per- 
fectly legitimate to go after the accounts of a com- 
pany they know is on the market. But if your talks 
with a seller are in secret and at a time when com- 
petitors are busy, you'll come out of it with fewer 
accounts lost than any other time of the year. 

Next best time to purchase, say other jobbers, 
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is at the start of a heating period. You use some 
of the off-heat season period in talks, sign the 
papers, and have affairs set so that your new com- 
pany can get started at the first sign of cold weather. 

The worst time to buy is at the end of a heating 
season. That’s when your competitors have time to 
send their men out to visit the accounts. 


How to Pay for Gallonage 

Time was when ‘a buyer offered two to three 
times the annual profit of a company to make it a 
deal. Or offered a lump-sum based on slightly less 
than what it would cost him to dig up the same 
number of accounts as are involved in the purchase. 

But today, after making payments for the physi- 
cal assets, most buying jobbers prefer to handle the 
accounts On so much per gallon for business re- 
tained. This means they operate the seller’s com- 
pany and pay him from the profits they receive. 
Gallonage-based payments are now preferred be- 
cause the gallonage is the basic profit factor. 

How much to pay for accounts on a per-gallon 
basis is the next question. “Never pay more than 
your gross margin,” says one jobber. If buyers had 
a choice, most of them would pay no more than 
3¢ gal. on business retained, with the payments 





(Begins on page 126) 

spread over three to five years. But jobbers are 
finding that majors are also interested in retail 
operations and they say majors are offering between 
5¢ and 7¢ gal. A major-company heating-oil sales 
manager explains why: “Majors are willing to pay 
more at times because they may want to get into 
the area for other oil products.” 

As a result, a few jobbers admit they are willing 
to pay as high as 5-7¢ gal. for a “clean operation.” 
The floor, however, is much lower. “I'd offer about 
5¢ a gal,” says a New Jersey jobber, “if the mar- 
ket was in a 5-8-mile radius, if there were a good 
number of larger (500-1,100-gal.) storage tanks, 
and if housing developments were about 5% of 
the volume. If the area covered a 20-25-mile 
radius, had mostly 275-gal. storage, one bulk 
plant, and most accounts lived in housing develop- 
ments, I’d offer about 3¢ per gal.” He considers 
accounts in housing developments poor credit risks 
because of their mortgage-tax commitments. “And,” 
he adds, “most of development homes have cheaper 
or poorly installed equipment.” 

Buying accounts on the business-retained basis 
guarantees the buyer he has some protection as far 
as cost-per-account is concerned. His cost-per- 
account remains stable regardless of how many 
accounts switch to other suppliers. It also assures 


What to Ask 


the buyer the seller will do his best to keep accounts 
from switching. 

Jobbers buying say they expect to lose 10%- 
25% of the accounts they take on. “People are 
always looking for a reason to change suppliers and 
a change of ownership may give them an out,” says 
a New England jobber. “They may be buying from 
the company you bought because of friendship for 
the former owner,” says another jobber. “And when 
he leaves, they think their ties are broken.” Most of 
the loss of accounts, however, will be due to activity 
of your competitors. 

In paying for gallonage on a business-retained 
basis, the largest payment (generally 1¢ gal.) is paid 
the first year; about half of that amount (based on 
what gallonage was sold last year) is paid at the 
time title changes hands. Following payments in- 
clude deductions for business lost. And after the 
first year, payments generally are scaled down. 


Watch the Tax Angles 

A major-company representative says that if the 
seller takes the purchase price as capital gains— 
he’s apt to want it that way because his income tax 
liability is less this way—the buyer must capitalize 
his investment, that is, set up the price he paid for 
the business on his books. 

If the seller agrees to take the purchase price as 
a commission and so reports it on his income-tax 
reports, the buyer can then treat the money spent 
in getting this new business as a sales expense and 
should be able to deduct the sum from his income- 
tax report. 

But a Philadelphia jobber says agents of the In- 
ternal Revenue Service—at least those who have 
been checking his books—are beginning to frown 
on the latter method. 

In any event, says Mike S. Lurio, president and 
treasurer of the Lexington Corp., a commercial 
finance company in the Boston area, “It’s a good 
idea to set down what you are paying for each part 
of the business. If you don’t, IR agents can do it 
for you and for the seller, and none of the figures 
have to be the same.” 

Jobbers who are buying companies say they pay 
only a nominal cost for the good will of any com- 
pany they acquire. “You don’t want to carry good- 
will at too high a figure on your books because you 
can’t depreciate it,” they point out. 


How to Spread the Word 

If your new company is to be intergrated into 
your own operation, it’s customary for seller and 
buyer to send accounts notice of the fact. The 
seller’s letter, written by himself or you, but on his 
stationery, generally says he’s sold (merged or 
transferred are other ways of putting it) his busi- 
ness to “my good friend.” The seller can tell his 
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accounts other details of the deal, such as that the 
buyer will honor all parts and service agreements 
and warranties on new equipment. His letter usually 
ends up on a thanks-for-your-business note. 

The buyer’s letter usually follows in the next mail. 
Generally it “welcomes” the new accounts, then 
explains how the merger will result in improved 
service. 

A new twist was given these letters when Simon 
Oil Co., Niagara Falls, N. Y., bought the oil divi- 
sion of Dolan Fuel Co. Both letters were reproduced 
on each company’s stationery and then combined 
in a single mail piece so that accounts got news 
from both sides at the same time. This procedure 
also cut the postage bill in half. 

No announcement has to be made if you are 
going to operate your new company under its 
established name. Whether you decide to integrate 
or not is a policy decision you alone can make. 


Get Acquainted with New Accounts 

If you decide to integrate, don’t let your letter 
(or newspaper or radio ad campaign) be the only 
attempt you make to get close to your new accounts. 

“We gave our new accounts the red-carpet treat- 
ment,” says an upstate New York jobber. “As soon 
as the letters went out, we had all salesmen call on 
these new accounts. Our excuse was that we wanted 
to look over the burner. As soon as our men got 
into the basement, they ripped down all old labels 
and service tags and put our tags and signs up. 
When these new accounts needed oil, we sent our 
own trucks to make the deliveries, keeping the 
trucks we bought to serve our old accounts. We 
made these new accounts feel welcome.” 


How About Making Changes? 

There'll be many things about your new com- 
pany that you'll want to change, whether it’s inte- 
grated into your operation or kept separate. It could 
be service contracts instead of service on a per-call 
basis; could be postcard billing instead of monthly 
statements; could be cycle billing instead of first-of- 
the-month mailing; could be tight fills, degree-day 
deliveries. 

Jobbers who are buying companies advise that 
changes affecting customer relations should be made 
slowly, other changes affecting internal operations 
efficiency as fast as possible. 

You'll have your share of headaches. “When we 
bought a company,” says a jobber, “we operated 
two bookkeeping departments and two service de- 
partments for several months. We had our own 
accounts on cycle billing and the new accounts on 
first-of-the-month billing. It was troublesome, but 
we decided to do it that way rather than make any 
sudden billing changes lest it upset our new ac- 
counts.” . 
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What’s in a Purchase Agreement 


STRIPPED of legal jargon, what is and what 
isn’t included in a purchase agreement? Here’s 
a typical example: 

Seller transfers all present contracts for fuel- 
oil purchases to buyer, including list of former 
accounts back as far as five years. 

Seller agrees to assist buyer to maintain as 
many accounts as possible. 

Seller agrees to deliver all books, records, 
and lists of accounts and prospects, including, 
but not limited to, degree-day cards; records 
and lists of customers names, addresses, and 
requirements; accounts receivable ledger; and 
all other books, records, data, and lists of any 
description dealing with his business. 

Seller agrees to supply a schedule of dis- 
counts presently granted or formerly paid. 

Seller agrees to renew any contracts in the 
name of the purchaser and agrees to lend such 
services as he is called upon to advance the 
business that was formerly his. 

Buyer agrees to pay for gallonage on a 
stated schedule. 

Buyer agrees to pay a specified sum as an 
advance against commissions. 

Buyer agrees to send monthly statements to 
seller showing what his former accounts bought, 
along with a commission check in the correct 
amount. 

Seller swears to his annual gallonage for the 
past year as well as total for each of five prior 
years. 

Seller swears to the number of accounts he 
has. 

Seller lists number of accounts getting a 
discount. 

Seller agrees that his company and none of 
its officers, agents, or employes will engage in 
retail business within a specified radius in any 
form for stated number of years. 

Seller agrees that his name will not appear 
on any oil truck for stated number of years. 

Seller agrees that any business promises he 
occupies will not be used by any one else for 
the sale of fuel or burner service. 

Seller agrees to give buyer exclusive use of 
customer lists. 

Seller gives buyer the right to send letters to 
buyer’s new accounts on seller’s stationery. 

Seller agrees that in case of any breach of the 
provisions, the buyer can charge any loss sus- 
tained against commissions paid or commis- 
sions due in the future. 








BY GORMAN-RUPP fl NEW PIJMP FOR 
BULK DELIVERIES FROM BIG RIGS 


140 to 400 GPM—another in the famous family of Gorman-Rupp Centrifugal Pumps That Prime. No 
check valve. Positive priming. Designed for trouble-free delivery into bulk plant tank, for aircraft ground 


service or wherever high capacity and pressure is 
THE GORMAN-RUPP COMPANY 
required. See your Gorman-Rupp Dealer today. 305 Bowman Street z Mansfield, Ohio 


Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 


MODEL O3HI-GL or GR 
140 to 400 GPM. Helica 
ground gears increase 
power take-off RPM's 4.2 
times. P.T.O. speed range 
of 600 to 1000 RPM, de- 
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Graph paper, pencil, ruler are the only tools you need for this .. . 


Quick Way to Figure Heat Loss 


Y OU CAN COME up with heat-loss figures for 
any size house of any construction in about 
half the usual time by adopting the system used by 
Walter O. Noyes Jr. Noyes is top hand around 
Henry W. Tuttle Co.’s Mobilheat spread in Ben- 
nington, Vt. 

Noyes: does it all by graphs. These tell him at a 
glance the heat-loss figure for (1) any size room 
with exposed walls, (2) any size window area, (3) 
any size floor or ceiling area, and door and window 
crackage for any dimension. 


Where Graphs Pay Off 

Noyes uses graphs because they save time. “I 
save about 20-30 minutes on each job I figure,” 
he says, “and I do about 200 jobs a year.” Time 
saved comes to between 67 and 100 hours a year, 
or from 1.6 to 2.5 weeks based on a 40-hour week. 

Noyes says the accuracy of graphs depends on 
their size. If graphs are small, you have to do a lot 
of interpolating and you may come up with a 
wrong total. If graphs are big, there’s less inter- 
polating. “In either case,” Noyes adds, “you get the 
hang of interpolating correctly quickly.” Even in- 
correct interpolating won't shift you too far off 
course, he says. 

There’s nothing short-cut or substandard in the 
way Noyes plots graphs. Heat-loss calculations for 
a few reference points in each graph are figured the 
conventional way, using heat-transfer coefficients 
and other data from such a standard reference as 
American Society of Heating and Air Conditioning 
Engineers Guide. Noyes just simplifies the job by 
combining several math functions to get the answer 
more quickly. 


While graphs give Noyes the heat-loss totals he 
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wants, he doesn’t have to figure out the heat-loss 
totals for each room size in making his graphs. 
“Three reference points for each graph line are all 
you need to figure,” he says, “and when you draw 
the line connecting these points, you have the heat- 
loss totals for any size room automatically.” 


How Many Graphs Are Needed 

You may need as many as 24 graphs to cover 
every type of home construction in your area, with 
every type of window, floor, ceiling, and crackage. 
Noyes uses between five and six graphs because he 
has narrowed the number down to the type of con- 
struction most commonly used in his market. 

While Noyes uses graphs for homes, there’s noth- 
ing to prevent anyone else from figuring out graphs 
that could apply to heat losses for small factories 
or office areas common in light-industrial areas of 
some cities and towns. 

And although Noyes’ charts are heat-loss graphs, 
the same idea can be used to come up with heat 
gain to figure air-conditioning jobs for homes or 
light industrial plants. 


How to Make Your Graphs 


Graph 1: Exposed-Wall Heat Loss—Instead of 
figuring heat loss for each exposed wall in a room, 
Noyes saves time and work by calculating the ex- 
posed-wall losses of the room on a lineal-foot basis. 

In laying out graphs, Noyes uses the horizontal 
axis as the lineal-foot scale, the vertical axis for 
Btu heat-loss totals, and the straight-line curves for 
the heat losses at various wall heights. 

To plot straight-line curves, Noyes figures heat 
losses for about three different size rooms at various 
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Exposed-Wall Heat Loss 


Conventional frame construction with 2-in. insulation 
Heat-transfer coefficient - 0.1 

Temperature differential of 90° 

Heat transfer factor - 9 
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wall heights. These serve as reference points. Here 
are some examples, based on rooms of frame con- 
struction with 2-in. insulation (heat-transfer coeffi- 
cient of 0.1 from the Guide) with a heat-transfer 
factor of 9 (0.1 x 90 deg. temperature differential 
[TD] in his area): 
Room 

area : Factor — Btu heat loss 
5 30 9 270 

10 60 9 540 

20 120 9 1080 

5 40 360 

10 80 720 

20 160 1440 
10 5 50 450 
10 10 100 900 
10 20 200 1800 


Room 
het. 


Room 
Iigth. 


These points are plotted (see Graph 1) and con- 
nected with a straight-line curve. 

Suppose you want to find the heat loss for the 
following exposed walls: 

Two walls, each 742 x 712 ft., with a 6-ft. ceiling. 

A single wall 16 ft. long, with an 8-ft. ceiling. 

Two 9-ft. walls in a room 10-ft. high. 

In each case, you’d look along the lineal-feet 
(horizontal axis) until you found these totals: 

15 lineal feet for the 6-ft.-high room. 

16 lineal feet for the 8-ft.-high room. 

18 lineal feet for the 10-ft.-high room. 

Then you'd read up the graph until you come to 
the various ceiling heights, read to the left, and 
pick up these heat-loss totals: 

800 Btu’s for the 6-ft.-high room. 

1152 Btu’s for the 8-ft.-high room. 

1620 Btu’s for the 10-ft.-high room. 


If you think these Btu losses are in error, you can 
check them the same way the original reference 
points were plotted: 





| crooh 


For single glass in conventional frame wall 
(2-in. insulation) 
Heat-transfer factor (based on 90° TD) 
102 minus 9 (wall transfer factor) for 
_ correct transfer factor of 93 


Heat loss in Btu's 


36 48 60 
3 4 5 
Height of window opening 





Glass Heat Loss 








Room Room 
igth. area Factor — Btu heat loss 


6 15 90 9 810 
8 16 128 9 1152 
10 18 180 9 1620 


While Graph 1 contains straight-line curves for 
6-, 8-, and 10-ft. ceilings as example only, you can 
lay out curves for any height, plotting them all on 
the same graph if you like. 

Graph 2: Glass Heat Loss—This graph can be 
made for any type of glass: single, double, single 
with storm sash or weather stripping, casement, or 
double-hung windows, and for any width and 
height. The example (see Graph 2) is similar to 
Noyes’ graph for single glass in frame construction 
with 2-in. insulation. In arriving at the heat-loss 
factor, Noyes uses the Guide, then multiplies it by 
his 90 deg. TD to come up with 102. To save extra 
math work (doing it in two steps instead of five), 
Noyes corrects the glass heat-transfer factor by 
subtracting the wall heat-transfer factor of 9, ending 
up with a corrected factor of 93. Otherwise he 
would have to figure the exposed-wall heat loss, 
the glass heat loss, and then subtract the glass heat 
loss. 

In laying out the graph, use the horizontal axis 


CaP IIIRNe « Peed Sa menemall ‘ 2-3 


About These Granta owe 


_ GRAPHS illustrating this story are mm , 
even can follow in scones Ab 


Consult ASHACE Guide or other stheiage 
references for the heat-transfer coefficients you 
should use in your area. 


BRIG ei AS es hai MON atti, Passi Os Vii 
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Heat loss in Btu's 








Floor Heat Loss 
ZI ~ ee 


—_ 


} } } i } + 
For uninsuloted wood floor over unheated basement s 
* 


Heat-transfer factor (for 90° TD): 14 
(same type graph can be used for ceiling heat losses) 
’ : . 7 ’ - a 


4. 
| 


+ + } + 








8 10 12 4 16 18 
Length of exposed surface in feet 








for the height of window opening, the vertical axis 
for Btu heat loss, and the straight-line curves for 
various window widths. Here’s how you can get 
your reference points: 


Window Window Window 
width height area x Factor — Btu heat loss 


4 93 372 
8 93 744 
16 93 1488 
8 93 744 
16 93 1488 
20 93 1860 
11 93 1023 
22 93 2046 
44 93 40921 


= 
2 
2 
4 
4 
4 
5 


aN UAN Sh 


ana 
o 


1 Because of graph size for example only, this point can’t be plotted. 

Above the correct window-height scale on the 
graph, mark these reference points, then connect 
with straight-line curves. Now you can read the 
heat loss for any size window. 

Assume you want the glass-heat loss of these 
windows: 

40 in. high (3 ft. 4 in.) by 4 ft. wide. 

6 ft. high by 2 ft. wide. 

From the graph, you'd find the heat loss for the 
first window would be about 1240 Btu’s, the heat 
loss for the second would be about 1110. 

How close is this to actual heat loss? Figuring out 
the first window (13.3-sq.-ft. area x 93), you'd 
get 1237 Btu’s. On the second window, you’d get 
(12-sq.-ft. area x 93) 1116 Btu’s. To Noyes, the 
graph figures correctly interpolated are close 
enough to the actual heat loss so they can be used 
without throwing the final heat-loss totals off too 
much. 

Graph 3: Floor or Ceiling Heat Loss—lIf space 
under the floor and over the ceiling is unheated (or 
heated), the heat-transfer factor could be the same, 
and one graph could do both jobs, Noyes says. 

The graph is laid like the others: exposed surface 
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Window-Crackage Heat Loss 





1,000 | T ] 


For double-hung windows, weather-stripped or 





900 }+— with storm sash based on 90° TD for a heat-transfer 
foctor of 38 (from Guide) 








800 | | 





700 





600 








500 





Heat loss in Btu's 























Inches 
Feet 





Height of window opening 








in feet along the horizontal axis, Btu heat loss on 
the vertical axis, and width of exposed surface as 
the straight-line curves. 

To plot reference points for the straight-line 
curves for an uninsulated wood floor over an un- 
heated basement at 90 deg. TD (factor of 14), use 
the following floor dimensions (any others will do, 
too): 

Width Length Area Factor = Btu heat loss 

5 5 25 i4 350 
5 10 50 14 700 
5 20 100 14 1400 
10 5 50 14 700 
10 10 100 14 1400 
10 20 200 14 2800 
15 5 75 14 1050 
15 10 150 14 2100 
15 20 300 14 4200 


20 5 100 14 1400 
20 10 200 14 2800 
20 15 300 14 4200 

With these reference points plotted and then con- 
nected by straight-line curves, you can read the 
floor heat loss for a room of any length and width. 
Here are two examples: 

@ Heat loss for a floor 8 ft. long and 10 ft. wide 
would be (from graph) about 1110. (By computa- 
tion: area [80] x factor [14] = 1120 Btu’s.) 

@ Heat loss for a floor 17 ft. long and 5 ft. wide 
(from graph) would be 1190. (By computation: 
area [85] x factor [14] = 1190). In one case, in- 
terpolation of the graph was off 10 Btu’s in 1120, 
not enough to worry about, Noyes says. In the 
other case, the figure from the graph hits the actual 
figure on the nose. 

Graph 4: Window-Crackage Heat Loss—Like 
other Noyes’ graphs, the window-crackage graph 
can be read for Btu heat loss for any size window. 
Noyes expresses window crackage in lineal feet in 
the following manner: 





Fuel Oil 


| Graph Assume you wanted to find crackage loss for 
Graph V . 
Door-Crackage Heat Loss these windows: 


—_ T | | 39 in. high x 48 in. wide. 
With door weather stripped and of average fit 18 in. high x 30 in. wide. 
ee yan — siti From the graph, crackage loss for the first win- 
aa Se dow would be about 700 Btu’s, crackage loss for 
the second window would be about 397 Btu's. 

To show that you are close enough, use the long 
way of figuring it out (2H + 3W) x 38 and your 
answers will be: 

6% ft. + 12 ft. = 18% ft. x 38 = 703 Btu's. 

3 ft. + 7% ft. = 10% ft. x 38 = 399 Btu’s. 


ee Again, those are close enough to satisfy Noyes. 
ve Graph 5: Door-Crackage Heat Loss—Lineal feet 























Heat loss in Btu's 


of door crackage, Noyes says, can be expressed as 
twice the length (2L) plus twice the width (2W). 
This is then multiplied by the heat-transfer coeffi- 
cient corrected to the TD in your area. 

Following Noyes’ lineal-foot idea, plot three ref- 
erence points for doors of the following size, the 
doors being weather stripped, of average fit, and 
with an adjusted heat transfer factor of 90 (based 
on Noyes’ 90 deg. TD): 

24 in. wide x 36 in. high. 

- 2 a ae 24 in. wide x 60 in. high. 
oCtirliiilTiiiTitilizitiit | 24 in. wide x 72 in. high. 
Inches 12 24 %6 48 60 72 84 30 in. wide x 36 in. high. 
To ' "seine , ake 30 in. wide x 60 in. high. 
30 in. wide x 72 in. high. 
: : 48 in. wide x 36 in. high. 

For a double-hung window, crackage is equal to . ~ . © 
Pe : : 48 in. wide x 60 in. high. 

three times the width (3W) plus twice the height . . : : 

~ : 48 in. wide x 72 in. high. 

(2H). It’s 3W because crackage appears at three 

places: at the top, where the windows meet, and at 

the bottom. It’s 2W because crackage appears at 
both sides. w H H 2W+2H X Factor Btu 
i (in.) (ft.) heat loss 
36 : 10 90 900 
60 : 14 90 1260 
72 6 16 90 1440 
6 


3 
5 
30 3 11 90 990 
5 
5 












































Computations would be much like those in 
Graph 4: 


> 
= 
- 
~~ 


For casement windows, crackage is equal to three 
times the height (3H) plus twice the width (2W). 

For insulated windows, crackage would be the 
same as for double-hung windows, but the heat- 
transfer factor would be different. 

Using Noyes’ method, plot three reference points 
for each window (double hung and with storm sash 
or weather stripping) (see Graph 4) for the follow- 
ing sizes (or any other sizes): 


60 15 90 1350 
72 17 90 1530 
36 14 90 1260 
60 18 90 1620 
72 6 20 90 1800 


ws > As 


3 


SRR NN PD NNN 


iad , : ; Your graph should look similar to Graph 5 when 

24 in. high x 30 in. wide. points have been plotted and straight-line curves 

48 in. high x 30 in. wide. are added. 

60 in. high x 30 in. wide. Assume you want to find out crackage heat loss 
and for these doors: 

24 in. high x 48 in. wide. 30 in. wide x 66 in. high. 

48 in. high x 48 in. wide. 24 in. wide x 78 in. high. 

60 in. high x 48 in. wide. The graph, correctly interpolated, gives you 1440 
Btu’s for the first and 1530 Btu’s for the second. 

a To prove that these heat losses are correct, let’s 


oss teen os oe Oe es work it out much the same way the reference points 
24 4 30 2% 7% 11% 38 437 were plotted: 

48 § 30 2% 15% 38 589 w w " H 2W+2H x Factor — Btu 
60 5 10 30 2 ™% 17% 38 © 665 (in.) = ft.) in.) (ft) heat loss 
24 4 48 12 16 38 608 30 2% #66 S”’% 16 90 1440 
48 8 48 12 20 38 760 24 2 78 62 17 90 1530 


60 ‘ 48 12 22 38 836 


Computations would look like this: 
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‘AC SELLING SLANT OF THE MONTH! 


time to 


CLEANUP 
with 


~ Drighten your profit picture wi 


AC TRIPLE-TRAPPER OIL FILTERS 


More and more car owners are recognizing the AC Triple- 
Trapper Oil Filter as three ways better: 1) It’s made of 
stronger filtering material, 2) It has more usable area, 
3) It provides greater trapping capacity. Here’s your 
opportunity to cash in on the oil filter that’s used on more 
new cars than all others combined. The chart at the right 
shows the potential profits your dealers can expect when 
they stock and sell AC Triple-Trapper Oil Filters—the finest 
engine protection money can buy. So swing into action 
NOW! Ask your dealers the big profit question—‘‘How 


many AC oil filters do you want?” 


POTENTIAL AC OIL FILTER PROFITS FOR DEALERS * 
ATTENTION—Contact your AC i te 
representative to schedule an wil monthly nly of oil il changes 
Be 1000 $ 29.08 $ 3668 $ 74.68 
AC OIL FILTER CLINIC rs 5,000 145.40 183.40 373.40 
Your AC representative can a > eRelele) Var ]0R 310 366.80 746.80 
arrange for you to hold an AC. ce 15,000 436.20 550.20 1,120.20 
Oil Filter Clinic—a first-rate door ; 20.000 581.60 733.60 1.493.60 
opener to new filter sales. Get in e . - | 87240 1100.40 2240.40 
touch with him right away. When : ‘ee a aa a a ER 
the Clinic is arranged and scheduled, ee ro ee ee 
you can send your dealers a special 


invitation, as shown here 


ORDER YOUR AC TRIPLE-TRAPPER OIL FILTERS 
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SELLING SLANTS 


polish otf extra profits with these 


AC GASOLINE FILTERS 


the @>) the 
ACCREIED 7 IN-LINE 
FILTER FILTER 


X 


Used as a replacement element in the gasoline AC’s In-Line Filters are designed to meet 
filter of most °56—’59 models, the accreted filter the rigid filtering requirements in today’s 
element makes a highly efficient dirt catcher. modern cars. They trap particles five times 
The element is scientifically molded of cellulose finer with ten times more filtering area, and 
fibers for maximum filtering efficiency. This easy cost about one-half less than ordinary filters. 
to check—easy to install AC filter element brings Average retail price is $1.80 each—and your 
your dealers $1.20 profit for just 10 seconds work. dealer’s profit is nearly 50 percent. He only 
Just two sizes fit most cars. Order your supply of has to stock five types to cover the entire 
these quick profit builders today! market. Here’s a profit maker with strong 
dealer appeal. 


for quick in-line filter installation your dealers will want 
the NEW K-D WIRE HOSE CLAMP PLIERS— THE GFM-80 A CO 
included in the GFM-80 MERCHANDISER KIT 10 AC In-Line Filters, 1 K-D 


hose clamp pliers, and. an 
The K-D Clamp Pliers make it easy to reach into hard-to- attractive In-Line Filter coun- 
get-at places. Unique jaws swivel 180 degrees for ter display. Dealers pay $11.99 
quick removal or installation of wire clamps. ia for the kit which returns 
Fits all sizes of wire hose clamps. —-_ _ $19.70. Dealer profit is $7.71 


and a pair of K-D pliers. 


Every service station, car dealer and 
garage needs a pair of K-D hose 


clamp pliers. Saves work—saves time. PLACE YOUR ORDER 
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collect a bigger payoff with 


AC AIR CLEANER ELEMENTS 


millions 
Of prospects 
DEALER 


waiting to buy EER SS AC AIR CLEANER 
Dry-type air cleaners are rapidly replac- PROFIT POTENTIAL 


ee a goer otential these The chart below shows the 
; “ O OS "Ww Cars. < c 7 
ied P P profits your dealers can make 


replaceable air cleaner elements offer! Sales figures show 
; , when they stock and sell AC 
that 2 out of 3 cars now having dry-type air cleaner elements hiv See Sleeenie The 
need them replaced. And there’s not an easier replaceable figures are based on pre pa 
item on an automobile. Your dealer just removes one wing : 
ries ein? age profit of $1.90 per element 
nut—and he’s in business. In less than a minute he can remove and the average number of 
the old filter, check it and replace it if necessary. What could . 8 
air cleaner prospects expected, 
be easier? But here’s the payoff for bonus business. Once hesed on the aumber ot salions 
under the hood an opportunity quickly opens up for the sale ot casclinn uawmeds ssi 
of a battery, spark plugs, oil filter, fan belt and other replace- 8 — : 
able items. Now’s the time to lead dealers to these extra 
profits—with AC Air Cleaner Elements. 


AC LEADS THE WAY— OVER 99% EFFICIENT gallonage per year 
Always working toward still finer products, AC has developed $ 94.80 
a dry-type air cleaner element with filtering efficiency over . $113.76 
99 percent. A special feature of the AC Air Cleaner Element 20. $126.40 
is its plastisol end plates, which effectively seal out all 26. $164.32 
unfiltered air—and which function as a gasket between the $189.60 
air cleaner element and air cleaner assembly. Another feature . 

; “ay ; SOI: 2 aes sees $252.80 
is the inner screen flame arrester. Get in on the air cleaner 
profit parade now by stocking and selling ACs! 


NOW FOR THESE QUALITY AC PRODUCTS 
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R. E. ATKINSON AND SON,R.E., JR., DILMAR OIL CO., INC., LATTA, SOUTH CAROLINA. 


©6We noticed an immediate sales increase after switching to Texaco in 1958 
and traced it to out-of-town Texaco credit card holders. This evidence of the 
acceptance of Texaco products, and the extra ‘bonus business’, made our 125 Dealers 
enthusiastic. Aside from the healthy sales increase, we like to do business with 
Texaco. They’re jobber-minded, and cooperate fully.” Sell the best...sell TEXACO 
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Dilmar Oil Co., Inc., is one of the largest 
oil Distributors in South Carolina 


Why there’s 
a promising future 
with Texaco 


Here are 6 reasons why Dealers and 
Distributors grow with Texaco: 

1. THE BEST petroleum products, known 
and accepted nation-wide. Continuous 
research and development insure that 
Texaco will always have outstanding 
products. 

2. THE BEST national advertising pro- 
gram, year after year .. . constantly 
selling Texaco and Texaco products. 

3. THE BEST sales promotional material 
to help build customers. 

4. THE BEST retailer policy — Texaco 
helps its Dealers, Consignees and Dis- 
tributors to sell profitably. 

5. THE BEST customer credit card — in 
fact, the only petroleum credit card 
honored under one sign nation-wide, 
and in Canada, too. 

6. THE BEST opportunity to cash in on 
“touring” business — because when 
Texaco customers are touring they like 
to stop at Texaco stations on the road. 
This means you have more than 40,000 
other Texaco Dealers helping you. 

A PROMISING FUTURE is one of the 
advantages of being a Texaco Dealer 
or Distributor. There may be an oppor- 
tunity for you. Investigate! 


TUNE IN TO THE TEXAC HUN EY-BRINKLEY 
REPORT MONDAY THR SH FR AY 
oe oe ee Eee EP Ge em ae eee 


NBC-TV 


SALES MANAGER NPN-7 


135 E. 42ND ST 


| would like complete information abc 
bility of teaming up with Texaco Dealer 
k 


Cj c nsignee lL Distributo ease ( 


NAME 


ut the poss 





STREET 





Cl? nutndininieeamdamnnec 


STATE . 
Canines eed nsneliimealineaaenaadiaaaliaed inlined 











Fuel Oil 


This unit converts big gas dryers to oil. It’s said to slash fuel bills 


New Oil-fired Clothes Dryer 


NO. 2 OIL has a new market possi- 
bility. A heating-oil jobber in Miami, 
Fla., is getting ready to make and 
sell 150-200 oil-fired conversion units 
a month for gas-fired clothes dryers. 

The unit’s main market is commer- 
cial: family coin-operated laundries, 
commercial laundries, hotels, hospi- 
tals, and institutions. 

Al Bell, president of Bell and Hurd 
Manufacturing Co., says his unit will 
remain in the commercial market until 
a smaller unit is made for home dry- 
ers. The manufacturing company is 
a division of Bell’s Dixie Bell Oil Co., 
Florida distributor of Delhi-Taylor 
heating oil on a wholesale basis, and 
a retail heating-oil jobbership (mostly 
commercial accounts) in Miami. 

Bell and Hurd is handling distribu- 
tion in Florida with help from mem- 
bers of Better Home Heat Council 


and Florida Petroleum Marketers 
Assn. Franchises to handle sales have 
been made with laundry-equipment 
companies and laundry operators in 
the Midwest Great Lakes area and in 
Kentucky. Bell’s unit is being offered 
to equipment makers for manufacture 
on a royalty basis. 

Bell says the drying cycle of a gas- 
fired unit and the oil unit are the same 
(15 min.), but the gas fuel cost is 
more than four times the cost of oil 
(8.5¢ for gas, 2¢ for oil). 

The conversion unit will sell for 
about $225 wholesale, will consume 
either 0.75 or 1.0 gph using a high- 
pressure gun-type burner. A 6-in. vent 
is needed to carry away combustion 
products from the burner, but the 
heated air in the dryer can be re- 
circulated. It’s this feature that makes 
the fuel saving possible. 





OTHER FEATURES 


Rate of return on fuel oil too low to 

survey shows a Ae 
Weights and Measures decision leaves 
How often do truck fleets change oil? 





FOR FUEL-OIL MEN 


attract new capital, 
leeway for heating-oil marketers 
How to get more payload out of your next tank truck 


Now it’s tankless terminals for Indiana Standard 
Editorial: Why not refine just what’s needed? 


page 
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Fuel Oil 


How Heating-Oil Jobbers 
Conduct Their Business 


Here’s how 1,300 jobbers operate, how much business they do, what 
equipment they have, what they sell and service. How do you compare? 


—_— picture of how Ameri- 
can and Canadian heating-oil 
jobbers do business is available now. 
It’s the result of a depth survey by Oil- 
Heat Institute’s distribution division. 
The survey, first in a series of four, 
is based on replies from 1,300 job- 
bers. 

In tabulating replies to 21 ques- 
tions, OHI finds that most of its mem- 
bers sell, install, and service oil-heat 
equipment, and that one in four in- 
stalls gas equipment. More than half 
of the jobbers have installation and 
service departments of from two to 


four men each. Half of the jobbers 
have one man in sales, one third 
have sales crews of two to three men. 
Less than one jobber in five has a 
sales manager. 

More OHI jobbers install warm-air 
jobs than steam or hot-water units; 
more than half assemble burner with 
boiler or furnace on the job. While 
the largest single segment buys heating 
equipment directly from manufactur- 
ers, more than half buy from dis- 
tributors and wholesale jobbers. 

Nearly 9 out of 10 jobbers sell 
distillate heating oil, and 3 in 10 


handle residual oil. On annual gailon- 
age, the largest segment of jobbers 
falls in the 1-2-million-gal. bracket, 
but nearly half of all jobbers are in 
the 1-4-million-gal. group. 

Seven of 10 have their own bulk 
storage; most have storage capacity 
up to 100,000 gal. The largest single 
percentage of jobbers has 1-2 trucks, 
but 75% are in the 1-6-truck class. 

Jobbers stick fairly close to the oil- 
product line. One in four handles 
sheet-metal or air-conditioning con- 
tracting work, and one in 10 handles 
plumbing contracting. 


What Makes a Heating-Oil Jobber Tick? 


New Mid 
Eng- Atlan- 
land tic 


South West West Canada 


Over- 
Far all 
Avg. 


(percentage of jobbers) 


Sell oil-heat equipment 97% 85% 54% 
Install oil-heat equipment 96 83 50 
Install gas equipment 27 30 15 
Service oil-heat equipment 96 90 67 
Size of installation dept.* 
1 man 10 20 21 
2 men 37 36 34 
3 men 19 19 9 
4 men 12 16 
5 men 4 1 
6-10 men 12 
More than 10 men 5 
Size of service dept.* 
1 man 
2 men 
3 men 
4 men 
5 men 
6-10 men 
More than 10 men 
Size of sales dept.* 
1 man 
2 men 
3 men 
4 men 
5 men 
6-10 men 
More than 10 men 
Have sales manager 
Install steam /hot-water systems 
Install warm-air units 
Assemble units on job 
{ manufacturer 
Buy from: / distributor 
| wholesale jobber 
Sell distillate oil 
Sell residual oil 
Annual gallonage:* 
100,000-250,000 
250,000-500,000 


142 


46% 
42 


500,000-750,000 
750,000-1 million 


42% 23% 69% 
- ” . 1-2 million 


14 8 2-3 million 
46 3-4 million 
4-5 million 
33 5-10 million 
33 10-20 million 
33 20-30 million 
* Over 30 million 
Have own bulk storage 
Capacity (gal.):* 
Under 100,000 
100,000-250,000 
250,000-500,000 
500,000-750,000 
750,000-1 million 
1-2 million 
2-3 million 
3-4 million 
4-5 million 
5-10 million 
10-20 million 
20-30 million 
30-40 million 
Size of fleet:* 
1-2 trucks 
3 trucks 
4 trucks 
5-6 trucks 
7-8 trucks 
9-10 trucks 
11-12 trucks 
13-15 trucks 
16 trucks 
17-20 trucks 
21-30 trucks 
31 or more trucks 
Do sheet-metal /air- 


conditioning contracting 
Do plumbing contracting 


Over- 

Mid- = Far all 

South West West Canada Avg. 
(percentage of jobbers) 


New Mid 
Eng- Atlan- 
land tic 


a 
nN 


~ 
SORNNONEBENND 


35 
9 14 


*May not add up to 100% because figures were rounded off. 


NATIONAL PETROLEUM NEWS ° July, 1960 





- 


suit 


¥ 


ss 
. 
ee 


On film, Good Housekeeping magazine’s Charlotte Montgomery tells Phillips dealers how to sell to women 


How Phillips Petroleum Will 


Bid for the Woman's Vote 


The newest Phillips marketing pitch is aimed at capturing milady’s 
confidence—and sales. Here's the way it will work 


fase THE SLOGAN “SCC” (Service, Cleanliness 
and Courtesy), Phillips Petroleum Co. is 
going all out on a new “marketing image” to win 
over the women. It’s based on intensive surveys 
of women’s buying and motoring habits and prefer- 
ences. 

Phillips research indicates that women drivers 
in the United States now number 35-million, much 
more than double their number only 10 years ago 

and they’re increasing at the rate of about two- 
million each year. 

Phillips is outspoken in its belief that when to- 
day’s “let’s-go-see-it” family takes to the highway 
as a unit, the woman beside the man at the wheel 
is likely to point to the service station where ladies’ 
rooms have a reputation for cleanliness, and sta- 
tions where women feel welcome. 

The Bartlesville, Okla. company also believes 
that the “Soaring Sixties” will continue as a buy- 
er’s market for petroleum products. So the answer, 
they feel, is for Phillips to gear itself to stronger- 
than-ever competition for the consumer dollar. 

Spreading the Word—Phillips reported its new 
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1960-61 sales approach to dealers and employes 
via a massive two-and-a-half hour show, “The 
Secret to the Sixties.” All 18 Phillips divisions 
launched road shows and put on more than 100 
performances. 

The show gave Phillips people a detailed look 
at the reasoning behind the new sales pitch at 
women. One company official, for example, pointed 
out the growing population — 15-million more 
people by 1965—and explained that the number 
of women over the age of 14 will then be 77- 
million. Potentially, these are all motorists, or a 
source of strong influence on male drivers. 

Family formations, the show explained, will also 
be taking place with greater rapidity, particularly 
in the younger age groups. The percentage of 
families in the middle-income-and-above category 
will swell continuously through the Sixties, with 
greater income and discretionary spending power. 

There will be more multiple-car families—mean- 
ing that the housewife will do more driving. 

One of the key participants in the show is 
Charlotte Montgomery, automobile editor of Good 
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FLITE-FUEL 


PHILLIPS 


New white pump is designed to look clean, please women 


(Begins on page 143) 

Housekeeping. In a filmed segment, Miss Mont- 
gomery points out that “Selling to women is differ- 
ent. A purchase—any purchase—means more to 
a woman than just something changing hands for 
a fair price. Women make every buying experience 
a personal experience. What happens when they 
buy a pound of butter or a tank of ‘gas’ involves 
their emotions as well as their pocketbooks . . . 
Women care very much about where they buy, 
from whom and the whole circumstances 
surrounding them when they buy. 

“The tricks you can use to bring in women and 
ring up sales are easy to learn and apply. Women 
like to feel loyalty and a sense of kinship where 
they buy. They like to say ‘my butcher’. . . ‘my 
supermarket’ . . . ‘my service station’.” 

Miss Montgomery recommends seven key sell- 
ing points for attracting female customers to 
Phillips’s new-look stations: 

e “Treat them like the important persons they 
are.” 

e “Give them fast attention.” 

e “Don’t make them feel like automobile im- 
beciles.” 

e@ “Keep rest rooms clean and stations attrac- 
tive.” 

e@ “Provide generous amounts of advice and 
assistance.” 

e“Offer them every possible service.” 

e “Encourage them to shop.” 

Putting It Over—Phillips is backing up its new 
marketing concept with some concrete sales ele- 
ments: service-station decor, packaging design, 


sales approach—even new uniforms for attendants. 

Because women place so much emphasis on per- 
sonal appearance, dealers are being encouraged to 
adopt a complete line of specially designed new- 
look uniforms, all tailored to flatter the dealer and 
his men and to please the feminine eye. 

All of the new uniforms feature grey-and-white 
coloring with red trim and are topped off with a 
new Phillips emblem. 

Backdrop for the new uniforms will be the new 
station design. Phillips is spending more than 17- 
million (NPN—Nov. ’59 p 85) to switch station 
colors from orange, maroon and tan to bright red 
and white (with pale lemon and grey interiors). 
Premium pumps are to be charcoal and white, 
regular charcoal and red. 

Created by Lippincott & Margulies, New York 
industrial designers, the new color scheme is de- 
signed not only to be more attractive to women 
but to have “nine times the visibility” of the old 
colors. 

The designers have also taken a crack at 
Phillips’s petroleum products packaging. The new 
look in packaging includes aluminum cans, being 
tested in the Midwest, and a bright new label 
design. 

Serving as a check on the effectiveness of its 
“SCC” program is the Phillips Super Mystery Lady 
Award. An anonymous woman inspector drives 
into stations and reports on dealer performance. 
The Mystery Lady rates the dealer on his proper 
approach (friendly greeting, query about filling 
up on Flite-Fuel, service checks, window cleaning, 
whisk broom service). He is checked on the clean- 
liness and attractiveness of the station, displays 
and attendants. 

Winning dealers in the Mystery Lady’s two-week 
survey of each territory receive a $1,000 savings 
bond. 

Phillips is making a point of telling employes 
and even stockholders of the new marketing pitch. 
Company newspapers and magazines carry full 
feature stories on the program, and a recent 
quarterly dividend notice briefed stockholders. 

New Products—At the same time Phillips is 
zeroing in on the female driver, it is launching a 
new Trop-Artic Motor Oil and New Flite Fuel. 

A record advertising and merchandising pro- 
gram, totaling more than $6-million, is being used 
to sell the new products. The budget represents a 
10% increase over earlier campaigns. 

More than 1,000 daily and weekly newspapers 
are carrying ads for the products. Initial news- 
paper ads in 20 selected markets were four-color 
spreads. 

News and weather reports are used in 75 tele- 
vision markets, with spot TV concentrating in 45 
additional markets. Radio spots are planned. More 
than 5,000 billboards are being utilized, double 
the company’s usual outdoor advertising quota. @ 
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LOST, HUNGRY, homeless or just 
plain sightseeing motorists are the 
target for a new Standard of Indiana 


as you'travel co 
ask us 


@ - pint BF. billboard campaign. The company, one 
STANDARD |: 


, TRAVE 
a | ae ash 


of the nation’s top users of outdoor 
advertising, is using a series of hu- 
morous posters to plug its “As You 
Travel Ask Us” campaign. The agency 
is D’Arcy Advertising. 


This ‘Gas’ Has Everything 


“TOTAL” is the key word in Canadian Oil 
Companies Ltd.’s massive new ad campaign. 
The major Canadian marketer uses the word 
to describe its new gasolines, claiming they 
act as a carburetor detergent, fuel-system 
deicer, antirust agent, oxidation and gum 


retardent, spark-plug fouling preventer, and 
preignition suppressor. 

Canoil’s campaign for the new “total” 
White Rose and White Rose Ultra fuel has 
been launched with double-page spreads in 
Canadian newspapers. 


Do-It-Y ourself 


TV Commercials 


CONSUMERS who gripe about the 
quality of television commercials have 
been given a chance to do something 
about it: Texaco’s letting them write 
their own versions. 

In a contest covering the U.S. and 
Canada, 43,000 dealers distributed 
entry blanks to motorists. The idea 
was to write a commercial of 50 
words or less about Texaco gasoline. 
Prizes range from Hawaiian vacations 
to bicycles. Outstanding dealers will 
also get prizes. 

Two other majors kicked off con- 
tests in their advertisements: 

e “Win enough Chevron Supreme 
to drive you to Distraction”—Distrac- 
tion, Ariz., that is. That’s the prize 
for motorists who submit a winning 
quip for Chevron’s Hy Finn cartoon 
character. Super-winners will also get 
cars. 

e Gulf customers have only to fill 
out a blank with their name and ad- 
dress. All-expense vacations in France 
will go the winners of the drawing, 
cars to others. 


CANADIAN KIDS will help sell gasoline this summer when Texaco C anada Ltd. 
distributes a million plastic kite kits as premiums. Kites are 1.5-mil white 
polyethylene, imprinted with the Texaco trademark. 
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Merchandising Memos... 





PA recent research study indi- 
cates that 77% of American fami- 
lies habitually save trading stamps. 
This is a 10 % boost over 1958 
figures. 


>The move of Gulf Oil’s market- 
ing department to Houston may 
prompt two massive ad agencies 
to open local offices there. Ru- 
mored to be considering Houston 
branches are Ketchum, MacLeod 
and Grove; and Young and Rubi- 
cam. 


PStandard Oil Co. employes in 
the Midwest can win a 10-day 
vacation to Mexico by entering the 
company’s “Tell-a-Friend” con- 
test. The idea is to talk friends 
into getting a Standard credit card 
or becoming a fuel-oil customer. 
Some 19,000 employes are eli- 
gible. 


Better service to female motor- 
ists—that’s what’s behind the Phil- 
lips “Super Mystery Lady” 
program. An anonymous female 
inspector tours stations awarding 
$1,000 savings bonds to dealers 
who show special attention to 
women motorists. 


> Mobil has issued a New England 
travel guide as a companion book- 
let to its Southwestern guide. Deal- 
ers at Mobil stations in the South- 
west sold 42,000 of the earlier 
book at $1 each. Booklets list 
hotels, motels, restaurants, resorts. 
‘ ties a sur “ny ‘ 

PAn exciting and entertaining 
28-minute film, “From Zero to 
Sixty,” has been released by Amer- 
ican Oil Co. The film is a history 
of sports-car racing, and includes 
scenes from the 1960 Sebring 
Grand Prix of Endurance. 








HAVE TOMORROW'S STATION TODAY WITH 


“GASILE’’ 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 





WRITE FOR INFORMATION OR PRICES 
Ww. B. GOODE COMPANY, INC. 


PHONE ELGIN 3-5561 © 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 





os 


THE INDUSTRY'S GREATEST 
THREE-DAY: SIGN AND MAR- 
KETING EVENT. MARK YOUR 
BUSINESS CALENDAR NOW. 
OCTOBER 25, 26 AND 27, 
KNOXVILLE AND GATLINBURG, 
TENNESSEE. 


Knoxville "| Tennessee 


Attendance by personal invitation to many of America’s leading marketing specialists. 
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PWest Virginia Petroleum Assn.’s 
“Service Station of the Year” con- 
test was launched in June. All 
majors in the state are participat- 
ing. The contest will continue 
through the summer. 


PShell reports that a popular 
giveaway, children’s coloring 
books, will be supplemented this 
year by a folder of twelve “Games 
for the Road.” 


> An intriguing “Presidential Con- 
vention and Election Digest” is 
being distributed by Skelly Oil Co. 
The booklet offers photos, charts, 
history, statistics — and of course 
has room for a sales message. 


PEthyl Corp.’s national Magic 
Circle ad and publicity campaign 
is zeroing in on sportsmen with 
ads in Outdoor Life and Sports 
Afield. The idea is that sportsmen 
drive 50% more than nonsports- 
men. A new 1960 move is the use 
of different ads in split runs of 
Life, Look, and Saturday Evening 
Post. 


m“Are you between 14 and 20?” 
is the title of a Standard Oil Co. 
booklet aimed at improving driv- 
ing habits of teenagers. Midwest- 
ern dealers will distribute over 
3-million copies. 


PSun Oil's intensive ad campaign 
to sell consumers on the new 
Sunoco Blend 200x gasoline is uti- 
lizing 262 newspapers, 40 televi- 
sion stations, 60 radio stations, and 
1,900 billboards. The campaign 
covers the entire 22-state market- 
ing area. 


PStandard Oil Co. (Ohio) is fol- 
lowing the lead of Union Oil of 
Calif. in recruiting dealers’ wives 
for a cleanup campaign. Volunteer 
wives are being used to inspect 
stations in a_ statewide contest. 
Prizes will go to winning dealers 
and to inspection teams. 


PA traveling road show starring 
Miss Lionite of 1960 has intro- 
duced Lion Oil dealers and dis- 
tributors to the company’s new 
trademark. The old crouching-lion 
emblem has been replaced with a 
ferocious-looking, leaping lion. 
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SHELL OIL COMPANY 
TYPE S-20-B 


...and BEAUTIFULLY PERMANENT! 





Fast construction... maintenance-free operation...and 
inviting cleanliness—these are only a few of the big advantages 


of LUSTERLITE Porcelain Enameled Service Stations. 


The permanent beauty of these stations assures lasting 





customer appeal...and porcelain enamel saves costly yearly 


painting maintenance. 
LUSTERLITE supplies most major oil companies. 


For drawings and prices, write 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


oo LUSTERLITE 





PORCELAIN ENAMELED STEEL SERVICE STATIONS 





register air! ... underside 
of piston in 
LC Check Valve. 
This forces piston 
upward to stop flow 
@ positively and 

When air is immediately. 

present in the 

pumping system, 

the LC Air Eliminator 

discharges 


directly to...§ 
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ENABLES FUEL OIL DEALERS TO DELIVER HONEST VOLUME 


The LC Check Valve operates only and always 
when air is present—regardless of: 


> instant in 
the “split compartment’’ te 
al Bureau of Standards Handbook 4¢ 
and operate without metal-to-meté 
1g elements for long life and new minimum mainte 


have an elbow, the check valve r 


Ve 


+ 


ately or installed before shipmer 


LIQUID 


superior matic recovery. No adjustment to encouragé 
and reliable meters can be... ampering. No more pressure-loss, when open, 
an the elbow it replaces. Adds only one moving 
Takes no extra space. Patented. 
Phone or Write for Literature 


LIQUID CONTROLS CORPORATION 


NOW SHIPPED FROM STOCK CONTROLS Commonwealth Avenue, North Chicago, Illinois 
—100 gpm, 350 gpm, and 600 gpm sizes. Phone: DExter 6-8070 
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Can Sex Sell Gasoline? 


Tidewater says yes, attributing 
sales gains to its ‘Man with 

Drive’ campaign. Now Tidewater's 
repeating it ... with a boost 


Me EX APPEAL can sell gasoline. That’s the word 
from Tidewater Oil’s eastern division on the 
success of its “Man with Drive” ad campaign—the 
first one ever to rate a repeat performance by the 
division. 

Launched in the Spring of 1959, the campaign 
has drawn both criticism and approval for its un- 
usual approach. 

“Our basic concept of marketing is contrary to 
the popular belief. It is the male animal who is 
instrumental in buying gasoline. Women who buy 
it are usually directed by the male member of the 
family. So we slanted our campaign to men,” says 
Donald Y. McCoy, Retail Sales Manager. 

“When we were setting up our 59 campaign we 
kept this in mind. How should we appeal to the 
man? We checked oil advertising and found it cen- 
tering mainly around a power pitch. But there was 
nothing distinctive. 

“Working with the creative men at the agency 
(Foote, Cone & Belding), it was decided we could 
reach him with the same approach used by Marl- 
boro cigarettes and Hathaway shirts. The ‘Man 
with drive’ was the result.” 


How Do the Ads Work? 

The ads feature the head of a rugged-looking 
male (professional football players have been used 
as models) with a good-looking and happy-looking 
girl in the background. 

Says A. R. Senftleben, supervisor of sales pro- 
motion, “The idea is that the motorist identifies 
himself with the guy in the picture. He’s masculine, 
popular with women. He wants to be like the man 
with drive, so he buys our product.” 

A surprising effect of the ad is the reaction of 
women. Most are drawn to the handsome male, 
says Tidewater, and the majority feel that the ad 
campaign is directed toward them. 

Tidewater believes this double-barrelled draw is 
partly responsible for the 6.3% increase in gasoline 
sales it chalked up in 1959 (industry average was 
4.1%). 

As evidence of its faith, the company has boosted 
its ad budget over 1959’s. In its second year, says 
Tidewater, the campaign will have the advantage 
of “our biggest advertising budget since World 
War II.” 

Primary media will be television. “It allows us 


ey 


to show a living, breathing man,” says Senftleben. 
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A man with drive knows power 


Tidewater Oil’s eastern division pairs sex and gasoline in 
unusual appeal to the male ego that seems to be paying off 


“And we can show our new Delaware refinery to 
bolster the ‘power’ appeal. 

“The idea of a spectacular came up, but we de- 
cided on television spots. A ‘spec’ is expensive, has 
low product identity, and has no repetition for con- 
sumer acceptance. With spots we can get a mass 
audience at a top time. 

“We can vary the times in different markets, 
placing them around prime time. And we can buy 
more than one outlet in a market—five channels in 
New York, for example.” 


What's in the New Campaign? 

The television spots are 20- 30- and 60-second. 
This year’s TV campaign began in April, built up 
in May and June. It will slacken during the summer 
when viewers are away from their homes, then pick 
up again in the fall. 

Second-ranking medium is radio. Again spots are 
used: 10-, 20-, and 30-second. Time will be in- 
creased in the summer months to catch motorists 
in their cars or at the beach. 

Outdoor advertising, both billboards and painted 
boards, has been increased. There will be five bill- 
boards in 1960 for every two in 1959. Peak time 
for billboards will be from April to October. 

Smallest portion of the media budget will go to 
magazines. Full-page black-and-white ads will ap- 
pear in general magazines and will be marked by 
their short and direct copy. 

Some specialized magazines will include “Man 
with drive” ads: Motor Trend, Motor Life, and 
Hot Rod. “These people, the ‘amateur experts,’ 
spend more money on their cars than most people. 
And they are often responsible for setting trends,” 
says Senftleben. 

Point-of-purchase materials—banners, A-boards, 
pole signs—will be used to supplement the cam- 
paign at the station level. Cities Service has indi- 
cated that enthusiasm for the campaign has been 
extremely high among dealers, who were re-intro- 
duced to the “Man with drive” at the company’s 
recent series of “Soaring Sixties” sales meetings. @ 

















At Charlotte, N. C., this slick and costly station typifies ... 


The NEW Look of Truck Stops: 


In the stepped-up race for fleet business, bigger and fancier truck stops 
are the lure. Here’s what's hot in truck stops today, and what the prize is 


HE TRUCKING INDUSTRY is expanding: some 

5-million more trucks are expected to take 
the roads by 1969. And oil marketing is expanding 
with it, in a new movement marked by: 


e@ More and bigger service facilities for trucks 
and the men who drive them; 


@ New and varied inducements at truck stops, 
ranging from better sleeping and eating places to 
swimming pools, warehousing and oxygen dis- 
pensers; 

e@ Entry of new marketers—both major and 
individual operators—in the race for the trucker’s 
dollar. 

Time was when a truck stop meant a crowded, 
dingy diner, a couple of pumps and a line of 
parked trucks with drivers asleep on the front 
seats. But times have changed, and so have truck 
stops. The trucker who rolls his rig into today’s 
“new-look” truck stop can bank on a reserved 
sleeping room, a clean place to shower up, good 
food and the best in service for his equipment. 

Reason? Trucking is a big oil-industry customer 
(see box), and it’s getting bigger. Over 16% of 


highway traffic today is truck traffic, and about 
28% of all fuel consumed is purchased for trucks. 

To meet this burgeoning demand, more and 
more majors are developing full-dress truck-stop 
programs. One of the latest to do so: American 
Oil Co., which recently completed a year-long pro- 
gram that saw the opening of 69 outlets aimed 
specifically at truck servicing. Amoco thus joins a 
competitive race that now includes such giants as 
Pure Oil (the leader, with 250 truck stops), Cities 
Service, Tidewater, Esso Standard and Humble 
divisions of Humble Oil & Refining, Phillips, Sin- 
clair, Texaco, Shell. In addition, many distributors 
and some “outside” businessmen see big potential 
in the field, and are becoming increasingly active 
in it. 

The field has its drawbacks: truck stops take 
better-trained attendants and more expensive facili- 
ties than conventional stations, and the area of 
“fringe” services is constantly widening. It takes 
longer to build up trade. And design and operating 
problems are different and special. 

But the drawing points are compelling: big slugs 
of gallonage (as high as 400,000 gal. a month), 
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SOUTHERN 
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Highway view of Charlotte station shows only restaurant and offices, discouraging unwanted non-truck trade 





Rear view reveals extra-wide maneuvering areas to accommodate huge tractor-trailer combinations 


Here's What It's All About 


steady lube and service sales to a growing industry. 
There’s the added spur of an expanding federal 
highway program opening up new locations. 


The Pitch for Business 


Across the board, there’s a dual approach to 
merchandising truck-stop programs, aimed both 
at drivers and their employers. 

The approach to the driver recognizes him as a 
well-paid, skilled and knowledgeable motorist, 
a discerning consumer. His salary is higher than 
most tradesmen’s; he is entrusted with complex and 
valuable equipment plus an expensive cargo. He 
knows what he wants in service facilities, and he’s 
outspoken in condemning what displeases him. 

The approach to employers lies in continuous 
promotion. A variety of mailing pieces floods truck- 
ing-company offices, pointing out the locations and 
prospective merits of truck stops in areas serviced 
by the company’s fleet. Majors like Pure and Tide- 
water issue multi-page directories that list all their 
stops. 

One Major’s Program—American Oil’s new 
truck-stop developments are representative of cur- 
rent major-company efforts in the field. ““There’s a 
definite trend toward more trucking these days,” 
says Amoco’s truck-stop coordinator, Jim Schaeffer. 
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“And with more long-distance hauling, more fuel 
stops are needed and drivers require places to 
shower, shave, relax and sleep. 

“That's why Amoco developed its truck-stop 
program. At every Amoco-approved truck stop, 
drivers will find conveniences similar to those en- 
joyed in their own homes. Drivers will relax i 
clean, attractive recreation rooms and sleep 





Trucking Industry: 
Oil's Prize Customer 


Here are some basic reasons why oil mar- 
keters are going all out to cater to the trucking 
industry: 

e@ It’s big: 59,000 truck fleets of 10 or more 
vehicles. 

e@ It’s growing: Truck registrations rose 
from 8-million in 1949 to 11-million in 1959, 
are expected to hit 16-million by 1969. 

e@ It’s busy: Truckers haul more intercity 
freight than any other type of transportation 
—42% of total tons. 

e@ It’s a big consumer: Trucks buy over 14- 
billion gal. of fuel a year, spend $3.3-million 
for equipment and replacement parts. Operat- 
ing cost breakdowns per intercity mile (1957) 
show 1.9¢ for tires and tubes, 3.2¢ for fuel, 
5.7¢ for repairs and servicing. 








Stations 
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Bidding for contracts, oil companies flood truckers with direct-mail pieces, directories, brochures 


(Begins on page 150) 
comfortable quarters while their trucks are 
serviced.” 

To the 69-station program completed in March, 
Amoco will soon add 20 more truck stops, only 
six of these converted from conventional stations. 

Basis of the drive are the many stations among 
Amoco’s 20,000 outlets that already service trucks 
and pump diesel fuel. But the company is setting 
up rigid requirements before the dealer may hoist 
an “approved truck stop” sign. Dealers must re- 
main open 24 hours. They must supply hotel and 
restaurant facilities for drivers. They must be able 
to do truck tune-ups and minor repairs. There 
must be wide driveway approaches and large park- 
ing areas. Dealers must undergo an intensive train- 
ing program. 

Key area for the Amoco expansion is the East 
Coast (the Southern market has had most of 
Amoco’s emphasis to date). Most stations will be 
new, as the company follows the new interstate 
highway system. 


Extras” in the Amoco stations get special at- 
tention. One new stop, the Truck’otel at Fayette- 
ville, N.C., offers a barbershop, a men’s clothing 
store, and warehousing space for truck cargoes. 

Pace-Setter—Acknowledged leader in the truck- 
stop derby is Pure Oil, now operating 250 stops 
with heavy concentrations in Ohio and Florida 
(NPN—Oct. °56 p148, July °59 p22). 

A stiff inspection program marks Pure Oil’s truck 
stop system. Last year’s company truck stop direc- 
tory dropped 50 stations whose facilities did not 
live up to requirements. More stations are now 
being added, some new, some converted conven- 
tional stations. 

Pure classifies its stations according to sleeping 
accommodations: I (36 or more beds), II (20 beds), 
III (six-ten beds). Rates run from $1.75 to $3 a bed. 

Under the direction of Jerome V. Sanner, a 
former trucker and now head of the truck stop 
department, Pure plans to continue to develop 


(Continued on page 154) 


Biggest truck-stop chain is Pure Oil’s, with some 250 outlets. This one is at Land O’Lakes, Fla. 
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‘Fringe Benefits’ Make the Difference in Snaring Truckers 


Esso uses field surveys to find out what 
truckers want in their facilities today 


while rig is being serviced 


Important ‘extra,’ Print-O-Meters now supply 
trucking firms with automatic record of sales 
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Clean lavatories, with adequate fixtures for showers Wide selection of accessories—like seat-cushions, flash- 
and shaving, are necessities in any kind of truck stop lights, thermos jugs—is a natural for profits 
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(Begins on page 150) 

more truck stops. The idea is to space the stations 
about 300 miles apart, “just about the time the 
driver will need rest and truck servicing.” Added 
features at Pure stops include several small landing 
strips, enabling trucking company safety officials 
to inspect their rigs on the road; and a National 
Truck Credit Plan, which allows the driver to 
charge all servicing during his trip, getting one 
total bill at the completion of the run. 


Typical ‘New-Look’ Stops 

Striking new truck stops are popping up all over 
the country. One example of a stop shaped to fit 
the trucker’s every need is the huge Oasis Truck-Tel 
in Florida. A Phillips-backed enterprise of Ever- 
glades Oil Co., it represents a $200,000 investment. 

Everglades is a highly successful Phillips jobber- 
ship that had purchased a high-priced ($80,000) 
slice of real estate on U.S. 41 just southwest of 
Fort Lauderdale. The wedge-shaped piece of prop- 
erty fronted 400 ft. on the highway and ran as far 
as 200 ft. back. The site was regarded as too 
costly an investment for a conventional service sta- 
tion—yet was on a route heavily traveled by pro- 
duce trucks. The decision was to build a slick and 
profitable truck stop. 

For $1 a driver stopping at Truck-Tel can get 
a special Trucker’s Luncheon (roast beef, vegeta- 
bles, roll and beverage) in an air-conditioned res- 
taurant that seats 60 people. At present the restau- 
rant serves 500-600 meals daily, some of them to 
tourists following the maxim “Eat where the truck 
drivers eat.” 

For a short stop, a driver can take advantage of 
an air-conditioned lounge equipped with television, 
easy chairs and magazines. 

One of the most popular services—and one 
which will be expanded—is a motel. For $5, a 
trucker and his helper can hire a double sleeping 


Si 


‘Truck-Tel’ in Fort Lauderdale, Fla., represents $200,000 investment, $80,000 of it for land. 


room for the night. A lone driver pays $3.50 for 
a single room. All rooms are air-conditioned and 
furnished with Hollywood-style beds. Truck-Tel 
can accommodate 11 drivers a night. 

Says manager John A. Dunscombe: “Truckers 
are well-paid individuals. They live well at home 
and have come to expect good accommodations and 
food on the road—at reasonable prices.” 

Staffed by a crew of 25 working in three shifts, 
the truck stop offers a variety of services: 

e Eleven pumps dispense two grades of gaso- 
line, kerosine, two grades of diesel oil, liquefied- 
petroleum gas and marine white. Outboard motor 
oil and aviation oil are carried for local plane and 
boat owners. 

e A 60-ft. truck scale is an official weigh-station 
and issues certificates. 

e@ Credit cards are honored—and Truck-Tel 
now issues its own card as well. 

e An ice house provides ice in block or chip 
form for refrigerated cargoes. 

e@ Only minor repairs are handled, but the sta- 
tion boasts an oversized grease pit and a lift. 

Truck-Tel offers extras to employers as well: the 
station has a communications system ranging from 
TWX to phone service between company and 
driver. Bulletin boards and pigeonholes allow 
drivers to pick up messages. 

Is the station paying off? “We have found that 
there is a much slower growth in the business of a 
truck stop than in an equally well-located service 
station catering to passenger cars,” says manager 
Dunscombe. “Truckers’ business is not the casual 
sort of thing one finds in an ordinary service sta- 
tion. The good will of truckers and their employers 
has to be built up gradually.” 

Key similarities and differences exist between 
Truck-Tel and a new series of Essofleet truck sta- 
tions in the Carolinas. 
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New Dallas stop ties into federal highway system. 


The new Charlotte, N.C., station (see cover) is 
a joint venture of Esso Standard division of Humble 
Oil & Refining Co., and Southern 500 Industries. 
Esso did extensive research—including a field sur- 
vey by a team that included experienced truck 
drivers—to determine just what truckers needed 
and wanted. Then it drew up plans for the truck 
stop and helped finance it. 

The station, like Truck-Tel, is on a heavily 
traveled truck route, Interstate Highway 85. Total 
investment runs about $100,000; the land is leased 
rather than purchased. 

Covering four acres of paved parking and service 
area, the stop has design features that are a reversal 
from conventional station set-ups: 

@ Pump islands are behind the main terminal 
building, so that drivers see the attractive building 
before the service area. 

e@ Driveways are longer and wider to allow 
maneuvering space for tractor-trailer combinations. 

e@ Pumps are spaced far apart. 

e@ The site was selected for its distance from city 
or community traffic. 

Unlike Truck-Tel, the Charlotte Essofleet stop 
tries to discourage tourists from stopping at the 
station. They’re allowed to use the dining facilities, 
but are banned from the service area. 

Sleeping quarters at the stop can handle 20 
drivers at a time, but, like Truck-Tel, will probably 
be expanded to handle a larger number. 

Pumps are equipped with Print-o-Meter, a device 
that makes a printed record of each transaction. In 
use at many modern truck stops, the printer is a 
protection against a problem that used to be com- 
mon in the trucking industry—collusion. Drivers 
would draw less gallons than their receipts speci- 
fied, and split a kickback with the station man. 
Print-o-Meter makes the practice impossible. 

Esso and Southern 500 Industries this month are 
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Jobber stop has special vending lounge (left). 


completing the fifth in a series of truck stops in 
North and South Carolina. 

Extras Count—Other major truck stops offer a 
broadening range of “fringe benefits” designed to 
snare the approval of truckers and their employers: 

e@ A Mohawk truck stop in Modesto, Calif., in- 
cludes a swimming pool for drivers’ use. Employers 
are invited to use a separate building with six in- 
dividually air-conditioned offices. These offices can 
be rented by truck companies that want local or 
field headquarters. 

e A Tidewater jobbership, Reinauer Brothers, 
operates a large truck stop at Mahwah, N.J., offer- 
ing truckers Western Union service and a vending 
lounge (pictured above) with oxygen-dispensing 
machines. Says vice president Franklin Reinauer 
Jr., “This kind of thing is going to be needed more 
and more. There is going to be substantial compe- 
tition for the truck driver’s business. You'll get the 
best companies by providing the best service.” 

@ One new stop is Texaco-supplied Dick Price 
Inc. in Dallas (pictured above left). With a 
massive 480-foot frontage on major arteries, the 
stop will be advertised as located near two major 
hotels until a “bunk house” is completed. In addi- 
tion to steam-cleaning facilities, the stop offers 
complete repair and parts service. 

The Key: Good Men—For jobbers or majors 
expanding in the struck-stop field, the number one 
problem is getting good operators. A top spot calls 
for an investment as high as $50,000 on “he oper- 
ator’s part, says Pure Oil. That’s about half the 
average building cost. In return, a good man will 
make up to $35,000 a year, sometimes as much as 
$100,000 in an exceptional year. Pure says prospec- 
tive operators should be good credit managers, 
strong promoters, neat housekeepers and solid all- 
round station men. Above all, they must be willing 
to work—truck-stop operation is a rugged, round- 
the-clock business. . 





ONE YEAR MAINTENANCE COST: Only $.65 per $1000 invested 
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It Pays to Depend on Submersible NEE 
Pumping Experts for the Best in paren 


equipment 


Remote Petroleum Pumps 


When maintenance expense is kept as low as this, pe- 
troleum marketing profits are bigger. This company 
enjoyed even further maintenance savings because the 
vibration-free Red Jacket ‘‘Extracta’’ Pumps didn’t 
oe. pumpe cunt Se disturb the sensitive dispenser metering and com- 
wiboipireenseci ated puting equipment. 
e Average age: 2 years Performance like this can be expected of Red Jacket 
oe ee ee | submersible petroleum pumps. Over ten years experi- 
enna iies ence in designing and manufacturing water well and 
+ Cane Cn petroleum submersible pumps is combined with the 
“Company name on request specialized problems of petroleum marketing to pro- 
ea ne ne ae duce the proper pumping efficiency with low cost, 
eset tadeenid aeshunen ante trouble-free operation. Pumps are also available with 
like to know that these same units inlet fitted for floating suction service. There’s a size 
can pump many petro-chemical ) for every marketing need, too. Seven sizes from 14 to 
solvents from underground tanks. 5 hp will provide pumping capacities to 250 gpm, 
heads to 125 feet. For complete details about Red 
Jacket submersible petroleum pumps, contact your 
nearest Red Jacket representative. 


1959 MAINTENANCE RECORD 
For one Company* 





Contact your nearest RED JACKET REPRESENTATIVE for complete information 


RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Michigan R. M. ““Mac’’ Crowder, 5719 W. Hanover St., Dallas, Texas Henry D. Fairlie, 

15 West 44th Street, New York 36, N.Y. R. L. Faubion, Sr., 2525 S. W. Boulevard, Kansas City, Missouri Joe R. Mooney, 2704 St. 

Claude Ave., P.O. Box 3294, New Orleans 17, Louisiana R. E. Sanderson, 221 11th Street, San Francisco 3, California A. R. 

Sedgebeer, 2711 So. Hill Street, Los Angeles, California A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Illinois Gardner Udell, 

3820 College Avenue, Indianapolis 5, Ind. Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. C. E. “Red’’ Weaver, 4223 Cincinnati- 

Brookville Road, Hamilton, Ohio John F. Young, 235-37 Spahr St., Pittsburgh 32, Pa. E. “Al” Zahl, 1516 So, 5th St., Minne 
apolis, Minn 
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NPN‘s Semiannual Survey Shows... 
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Motor Oil Ratios Still Dropping 


S ERVICE STATION motor-oil ratios are still on 
the skids, despite increase current industry 
efforts to promote more frequent oil-change inter- 
vals. NPN’s survey of oil ratios during the last 
fall-winter period shows a national service-station 
average of 0.89, down three points from last year’s 
corresponding figure of 0.92. Only three years ago, 
the ratio stood 19 points higher, at 1.08. A pattern 
of over-all decline has been evident ever since NPN 
began measuring ratios 13 years ago. 

NPN’s motor-oil ratio shows the number of gal- 
lons of motor oil sold at stations per 100 gal. 
gasoline. Put another way, a ratio of 0.89 is equiv- 
alent to one gal. of motor oil sold per 112.4 gal. 
gasoline. 

Ratio figures are based on reports from 22 key 
marketers selling motor oil, not on total sales 
figures. Each company ratio is weighted by gaso- 
line volume. The 22 reporting companies make up 
47 geographical units in five Petroleum Adminis- 
tration for Defense (PAD) districts (see map). 

Here’s the district-by-district picture: 

FW FW FW %e 
PAD District ‘57-8 58-9 °59-60 Change 
I (East Coast) 0.92 0.89 0.85 4 
2 (Midwest) 0.90 0.98 0.96 
3 (South-Southwest) 1.04 0.94 0.87 


4 (Rockies) 1.03 0.97 0.87 
5 (West Coast) 0.88 0.87 0.85 


U.S. AVERAGE 0.96 0.92 0.89 


For the fall-winter period, 33 marketing units 
reported ratios lower than 1.00. The year before, 
only 23 were that low. In 1957-58 there were 20; 
in 1956-57, only 8. Of the 47 marketing units, 33 
showed ratios lower than last year; 12 showed 
gains; one remained the same, and one was re- 
porting for the first time. 

Greatest single decrease for any reporting unit 
was 40 points. 
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What’s the Cause?—-Again, the big factor in the 
sagging ratio picture is increased mileage between 
crankcase drains. New API recommendations (NPN 
—June °59 p85) are designed to check ballooning 
recommendations by car manufacturers, and the 
American Petroleum Institute’s lubrication commit- 
tee is promoting them hard. But some marketers 
feel the root of the trouble lies in inadequate sell- 
ing on the driveway. 

NPN projections show the average motorist 
drove 3,167 miles between changes in the fall- 
winter period, up from 3,181 last year. The average 
number of oil changes over the six-month interval 
dropped to 1.36, from 1.68 the year before. 

What It Means—NPN’s current survey shows 
that the industry has more and more of a job on its 
hands as it attempts to bring oil sales up where they 
ought to be. Increases in total car population are 
propping up total oil consumption, but per-car sales 
declines mean a tremendous continuing loss in po- 
tential volume. 


Petroleum Administration for Defense Districts 


For detailed breakdowns of this year’s ratios, as 
well as those of past years, please turn the page > 
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Here's What's Happening to Mofor Oil Ratios 


(Begins on page 157) 


1. Motor Oil Ratios for All Stations by Marketing Units 2. Breakdown of Marketing 
(Figs. in %) Units Reporting both Over-All 

and Station Only Ratios* 
PAD Station 


Dist. Season Over-All Only 
1 F-W 1954-55 1.11 1.06 
S-S 1955 1.28 1.22 

F-W 1955-56 0.98 0.91 

S-S 1956 1.18 1.12 

F-W 1956-57 1.05 0.93 

S-S 1957 1.09 1.01 

F-W 1957-58 0.87 0.79 

S-S 1958 1.00 0.93 


o 
> 
p- | 


NeBeWNwWNw 


—AOwWwWooUwnne Nn 


Dist. Dist. Dist. Dist. 
Season 1 2 3 4 
F-W 1951-52 1.27 1.41 1.32 io 
S-S 1952 1.32 1.47 1.40 1.45 
F-W 1952-53 1.20 1.43 1.31 1.39 
S-S 1953 1.35 1.36 1.42 41 
F-W 1953-54 1.14 1.30 1.26 .26 
S-S 1954 1.22 1:32 1.37 30 
F-W 1954-55 L.a7 27 29 27 
S-S 1955 1.25 30 34 40 
F-W 1955-56 0.99 .20 .23 13 
eg pe A 32 21 F-W 1958-59 0.93 0.81 
F-W 1956-57 1.05 1.13 ae 14 S-S 1959 1.04 0.92 
S-S 1957 1.08 1.10 17 14 , 7 
F-W 1957-58 0.92 0.90 1.04 1.03 See _ 
S-S 1958 1.07 1.07 z45 1.09 F-W 1954-55 1.46 1.28 
F-W 1958-59 ‘ 0.89 0.98 0.94 0.97 S-S 1955 1.24 
S-S 1959 ... 0.99 0.96 0.96 1.03 F-W 1955-56 1.15 
F-W 1959-60 0.85 0.96 0.87 0.87 S-S 1956 1.18 
F-W 1956-57 1.09 
S-S 1957 1.09 
F-W 1957-58 0.98 
S-S 1958 1.00 
3. Breakdown by Individual Consumption “iol - ae re 
Avg. Qt. Avg. No. F-W 1959-60 0.95 
Avg. Qt. ~*~ Mi. Avg. Gal. Avg. Qt. Makeup Oil Chgs. Avg Gal. 
Sold Per er ‘Gas’ Per Refill Per Per Car Per Car Miles ‘Gas’ 3 F-W 1954-55 
Car Per Car Per Car Per Car Per Per Per Between Sold Per S-S 1955 
Year Season Season Seasen Season Season Season Changes Gas. Oil jo rg 


F-W °53-'54 16.16 4,674 333.9 11.31 4.85 oo: 2,105 82.6 
S-S °54 18.17 5,453 340.8 12.03 5.15 ; 2,263 75.1 
F-W °54-’55 15.55 4,462 318.7 10.89 4.66 2,047 81.2 
S-S °55 17.03 5,030 335.3 11.92 5.11 x 2,113 78.7 
F-W °55-56 11.59 3,952 263.5 8.11 3.48 ’ 2,440 90.9 
S-S "56 16.49 5,027 335.1 11.54 4.95 2,176 81.3 
F-W °56-'57 12.63 4,384 292.3 8.84 3.79 ; 2,534 92.5 ’ 
S-S '57 14.43 4,920 328.0 10.10 4.33 2,388 90.9 ~ cl 60 ry Hid 
F-W '57-’58 11.56 4,366 291.1 8.09 3.47 i 3,075 104.1 i ™ 
S-S 58 13.99 4,998 329.9 9.79 4.20 : 2,906 94.3 F-W 1954-55 
F-W °58-59 10.72 4,373 291.5 7.50 3.22 32 3,313 108.8 S-S 1955 
S-S ’59 13.68 5,344 356.3 9.58 4.10 : 3,181 104.2 F-W 1955-56 
F-W °59-'60 10.64 4,307 299.0 7.45 3.19 3,167 112.4 S-S 1956 
Data reflect buying pattern as indicated by service station oil ratio data only. F-W 1956-57 
S-S 1957 
F-W 1957-58 
S-S 1958 
F-W 1958-59 
4. Station Oil Sales Ratios for Fall-Winter Periods S-S 1959 
(Figs. in %) F-W 1959-60 
F-W 1954-55 1.24 
S-S 1955 1.39 
F-W 1955-56 1.15 
S-S 1956 1.21 
F-W 1956-57 1.05 
S-S 1957 1.12 
F-W 1957-58 0.97 
S-S 1958 1.01 
F-W 1958-59 0.93 
S-S 1959 0.97 
1952-53 1.39 
1953.54 126 1! F-W 1959-60 0.92 
1954-55 1.27 1.50 1.30 1. U.S. F-W 1954-55 1.2 
1955-56 1.13 1. J S-S 1955 13 
1956-57 1.14 1.3 : F-W 1955-56 1.1 
1957-58 1.03 1. d S-S 1956 1.2 
1958-59 0.97 1. F-W 1956-57 1.1 
1.1 
0.9 
1.0 
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F-W 1955-56 1.05 
S-S 1956 1.11 
F-W 1956-57 ‘ 1.07 
S-S 1957 1.11 
F-W 1957-58 0.86 
S-S 1958 1.01 
F-W 1958-59 0.88 
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3 1952-53 1.31 
1953-54 1.26 
1954-55 1.29 
1955-56 1.23 
1956-57 1.22 
1957-58 1.04 
1958-59 0.94 
1959-60 0.87 
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1952-53 1.20 
1953-54 1.14 
1954-55 1.17 
1955-56 0.99 
1956-57 1.05 
1957-58 0.92 
1958-59 0.89 
1959-60 0.88 
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1959-60 0.87 1. S-S 1957 
F-W 1957-58 
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1952-53 1.21 1.3 S-S 1958 06 
1953-54 115 1.32 F-W 1958-59 1.00 
1954-55 1.19 32 . S-S 1959 1.05 
1955-56 de F-W 1959-60 0.96 
1956-57 “ 

1957-58 * Includes only those companies reporting 
1958-59 separate service station only ratios and _ ratios 

ao * through all retail outlets, such as stations, garages, 
1959-60 car dealers, chain stores, etc. 


1952-53 1.43 
1953-54 1.30 
1954-55 1.27 
1955-56 1.20 
1956-57 1.13 
1957-58 0.90 
1958-59 0.98 
1959-60 0.96 
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Lubrication 


New One-Shot Grease 


Single fitting (right) permits 
chassis lubrication in seconds 


A ONE-UNIT chassis-lubrication system that will 
permit motorists to have their cars greased while 
the gas tank is filled has been developed by Climax 
Molybdenum Co., a division of American Metal 
Climax Inc., with the cooperation of the Farval Co. 

Preliminary trials with a unit installed in a late- 
model car have been successful, Climax says. 

Estimated cost of the unit now is $37, but this 
could be cut in half by mass production, the com- 
pany adds. 

The system is comprised of a single grease fitting 
mounted under the hood near the radiator cap and 
connected by nylon hoses to all lubrication points. 
Grease is pumped through the master fitting to all 
necessary parts of the steering and front-end as- 
semblies in a single, one-minute operation. 

E. E. Smith, manager of the chemical division 


of Climax, says this same principle could be ap- 
plied to motor-oil change also. By installing a fitting 
on the engine block connected by tube to the bot- 
tom of the crankcase, oil could be withdrawn by 
suction pump and fresh oil added in the usual way. 


How Often Do Truck Fleets Change Oil? 


WITH THE MOTOR-OIL drain interval still a 
subject of wide disagreement between the oil indus- 
try and some automobile manufacturers, lubricating 
oil men may find some solace in the results of a 
survey of the use of fuels and lubricants by truck- 
ing fleets. 

The survey was made by Fleet Owner (a Mc- 
Graw-Hill magazine) and is based on information 
obtained from 658 trucking fleets (225 common 
carriers and 433 private fleets). They have a total 
of 56,928 trucks, tractors, and passenger cars (18,- 
218 in common carriers and 38,710 in private 
fleets). 

The trucking firms were asked how often they 
changed motor oil. Of those answering in miles, 
19% of the common carriers and 37% of private 
fleets said they drained the crankcase every 1,000- 
1,999 miles. Some 33% of common carriers and 
35% of private fleets use a drain interval from 
2,000 to 2,999 miles. About 1% of common car- 
riers and 2% of private fleets change oil under 
1,000 miles. Drain periods falling between 3,000 
and 4,999 miles are used by 22% of the common 
carriers and 16% of the private fleets surveyed. 
The median for both is every 2,000-2,999 miles. 

For those who drain by time instead of by mile- 
age, 82% of common carriers and 76% of private 
fleets change oil not longer than every four weeks. 

Practically all of those covered in the survey 
follow planned schedules for oil changes and chas- 
sis lubrication. The overwhelming majority develop 
their own schedules. 
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Questioned on the type of motor oil used, 91% 
of common carriers and 84% of private fleets said 
they use heavy-duty detergent oil. 

Some 64% of private fleets and 39% of common 
carriers schedule chassis lubrication every 1,000- 
1,999 miles. The median for common carriers is 
every 2,000-2,999 miles. For companies answering 
in weeks, the median is every week for common 
carriers and every two weeks for private fleets. 

Oil-company sales representatives or sales engi- 
neers call on 36% of common carriers and private 
fleets once a month, the survey reveals. Sales calls 
are made on request of 38% of common carriers 
and 43% of private fleets. Some 12% of commor 
carriers and private fleets are never called on. 
About half of common carriers and private fleets 
buy fuels and lubricants from the same supplier. 

Quality outweighs price as a factor in determin- 
ing which fuel and lubricant to buy, the common 
carriers said. Private fleets, however, gave equal 
importance to price and quality. Private fleets 
ranked service ahead of past experience with a 
product. 

Companies surveyed were asked “How could oil 
companies do a better job of serving you?” About 
half of common carriers and private fleets said the 
service is fine as it is. Some 10% of common car- 
riers and 12% of private fleets want more informa- 
tion about product application; 12% of common 
carriers need information and advice on technical 
subjects. Of the private fleets surveyed, 9% want 
salesmen to call more often. Other comments— 
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(Begins on page 159) 

Krom common carriers: “Offer a free analysis 
on engine oil at least twice a year, in summer and 
winter. Advise operator of oil change best suited 
for his type of hauling. Small men such as myself 
are on their own in such matters.” 

“Provide lubrication, oil- and filter-change record 
forms and stickers for fleet customers use.” 

“Have a better knowledge and understanding of 
their product as pertains to our needs and pass it on 
to us.” 


Gear Lubes: How Oil 


THE API GL-4 designation for automotive gear 
lubricants came in for a good deal of discussion 
at the API refining division’s midyear meeting. 

F. R. L. Daley of General Motors said, “We 
have reason to believe that not all GL-4 oils are 
entirely adequate. We observe a serious difference 
in what is considered adequate even within the 
petroleum industry. . . . Without clear definitions, 
we do not know where we stand or what we can ex- 
pect. It is for this reason that we have found it 
necessary to use the current military specification 
number in the Buick Shop Manual as an index to 
the kind of service-station product which can be 
used in our equipment with good results.” 

Daley said that to gain automobile manufac- 
turers’ confidence the oil industry needs to “define 
performance levels more clearly so that we know 
what we can count on,” and “see what can be done 
about making prices more attractive.” 

To the reports that the automobile industry has 
lagged in adopting GL-4, he urged the oil industry 


© 


to “give the idea a chance to sink in.” 


S 


C. R. Noll, Gulf Oil Corp., emphasized that the 


From private fleets: “Getting their figures to 
coincide with automobile and truck manufacturers 
in telling John Q. Public how often he should 
change oil, filters, etc.” 

“By selling quality and service rather than price 
and volume. Most, or rather, a lot of sales personnel 
don’t know what makes a piece of equipment tick.” 

“We would be interested in maintenance sched- 
ules.” 

“Know more technically about their product than 
selling price.” 


and Detroit Differ 


GL-4 definition covers a service designation and is 
not a specification. As such, it’s the responsibility 
of the lubricant manufacturer to decide on the 
quality of his product marketed as meeting GL-4. 

“The situation is like the API engine service 
classification system, where it’s the responsibility 
of each oil company to determine the quality of the 
oils it markets, for example, ‘for service MS.’ ” 

The various automobile manufacturers “may 
have different ideas” about requirements for gear 
lubricants, Noll said, adding: “This point is men- 
tioned as background for a plea that if more speci- 
fic characteristics are indicated for consideration, 
section G-IV (of technical committee B, ASTM) 
should decide on one generally satisfactory set of 
procedures rather than call on the petroleum indus- 
try to provide several different levels of quality to 
satisfy individual car manufacturers. . A pro- 
gram of this kind is already under way.” 

The API lubrication committee will cooperate in 
revising current designations or in developing new 
ones when both industries agree that it should be 
done, Noll said. 


Lubrication Memos... 


Sources in Detroit say there’s a 
better than even change that stand- 
ard-size Ford and Ford Falcon 
1961 models will have Teflon-type 
lube-free bearings in steering and 
front suspension systems. If they’re 
adopted, greasing interval on re- 
maining conventional points could 
be up to 10,000 miles. 


Automobile manufacturers who 
continue to ignore the oil industry 
in formulating their motor-oil drain 
recommendations may find they’re 
losing a good customer, hints G. A. 


Olsen, Sunland Refining Corp., 
chairman of the lubrication com- 
mittee of API’s division of market- 
ing. “The oil industry does buy a 
considerable number of trucks each 
year,” he points out. 


Dr. M. R. Fenske, head of the 
department of chemical engineer- 
ing at Pennsylvania State Univer- 
sity, lists these areas of promise for 
product development: turbine-en- 
gine lube oils, automatic-transmis- 
sion oils, free-piston- and heated- 
head-engine oils, and central-hy- 
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draulic-system oils for automobiles. 


Some 86% of car dealers and 
42% of new-car owners prefer a 
motor-oil drain interval of 2,000 
miles or less. This is shown in sur- 
veys of 1,500 owners (new Chevro- 
lets, Fords, and Plymouths) and 
of 2,000 car dealers made by the 
motor-oil study panel of the lubri- 
cation committee of API’s division 
of marketing. None of the new-car 
owners volunteered “extended oil- 
drain interval” as a reason for buy- 
ing a particular make of car. 





Transportation 





ALUMINUM tank, rear fenders, deck boost this truck’s capacity 400 gal. That’s how a Seattle fuel-oil jobber gets .. . 


More Tank-Truck Payload 


RETAIL fuel-oil truck in the delivery fleet 
A of Electro-Watt, Seattle, Wash., heating-oil 
jobbership, looks pretty much like all the rest of 
the trucks in the fleet, but it’s not. It carries about 
400 gal. more than some others. The reason is that 
its tank, rear deck, and rear fenders are made of 
aluminum. 

Aluminum tanks on transports arent uncom- 
mon, but on retail trucks they are. Electro-Watt’s 
is believed to be the first of its kind in the area. 
Instead of carrying 1,950 gal., as some others in 
the fleet do, it carries 2,350 gal. That means about 
one less reload trip per day. 


Why Watt Switched from Steel 


Robert D. Watt, president of the Standard 
(Calif.) jobbership, wasn’t unhappy with steel tanks. 
“The only reason a change was made,” he says, 
“was to save weight so I could carry more oil.” 

The aluminum tank costs $1,200-$1,500 more 
than a steel tank, depending on capacity. Watt 
figures he’s paying $1 premium per pound of 
weight saved. But, he adds, “tank life is about 
250,000 miles. I'll be able to deliver a lot more 
oil—400 gal. per load. So the premium is a very 
low rate for hauling a bigger payload that dis- 
tance.” 

If he keeps the aluminum job as long as he does 
his steel tanks, he’ll come close to recouping the 
extra cost of aluminum tanks through lower tank 
upkeep alone. 

Watt figures the output potential of the new unit 
will be 15%-20% more than that of his other 
trucks. It will definitely mean one less reload trip 
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JOBBER WATT: 


‘You repaint a steel tank 
every four years at $300 
a job. The aluminum tank 
needs no painting and 
only wants a special wash 
job once a year.’ 


per day throughout the year, a job that averages 
at least 45 minutes, equivalent to about a 10-mile 
side trip. 


Watt says weight distribution is better on the 
new truck than on his others. Rated capacity of 
the rear axle is 18,500 Ib., front axle 9,000 Ib. 


What Else Is New on the Truck 


Watt didn’t stop with just the aluminum inno- 
vations on his new truck. The C-800 Ford has 
these other features: 

e Allison automatic transmission ($376 extra) 
with a single-speed rear axle. Other Electro-Watt 
trucks have stick shifts and two-speed axles. Watt 
expects to get back the extra cost of the automatic 
transmission in reduced truck maintenance. “I 
average a new rear axle a year on my other 
trucks,” he says. With automatic transmission and 
single-speed axle, he looks for less trouble. He'll 
eliminate clutch repairs because the new unit is 
clutchless. 

e Hydraulic retarder, part of the automatic 
transmission system. To Watt, this is a safety fea- 





Transportation 
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ture. The retarder, put into operation by pressing 
a pedal at the left (in place of the clutch), uses 
engine compression to slow down the truck. “The 
retarder almost eliminates the danger of brake 
failure,” Watt points out, “which is greater in 
Seattle than most other cities because of the many 
hills.” By proper use of the retarder, the driver 
never has to apply brakes except to make the final 
stop. 

e Power steering ($260 extra) plus $24 for vac- 
uum reserve tank. This, along with automatic shift- 
ing, Watt says, adds up to less driver fatigue and 
safer driving. 

e Sanders on rear wheels ($300 extra). Watt has 
them on all trucks because they reduce the use of 
high-cost heavy-duty chains. He hasn’t bought 
a new set of chains in four years and has cut the 
maintenance cost of chains sets he has. Even 
though it doesn’t snow much in Seattle, sanders 
come in handy. His drivers use them for better 
traction on steep driveways, on leaf-covered ground, 
or on oil-slick roads. 

e Hydraulic pumping system that replaces con- 
ventional mechanical power take-off units ($500 
extra and 300 Ib. more weight than the conven- 
tional system.) Although Watt has had no operat- 
ing trouble with his hydraulic system, he doesn’t 
think he’d install it again. In addition to being 


‘NOW 


heavier, he says, the system uses more gasoline 
than a power take-off. He says he was told he’d 
run too much danger of pumping the tank dry with 
conventional take-off since it would be difficult to 
provide control from the nozzle. Watt now says 
he has nozzles that will give him the control he 
needs, and he plans to put them on all trucks. 

e Elimination of bucket box. He’s saving 250 
lb. of extra weight here by leaving the air elimina- 
tor, ticket printer, and pump out in the open. It’s 
easier to get at to make repairs. Rear deck is sepa- 
rate from truck frame so that accident damage will 
be less costly to repair. 

e Faster pumping. A Blackmer TX2'2 pump 
can deliver up to 93 gpm, but Watt has it geared 
to 72-75 gpm. That’s about 10 gpm faster than 
pumps on his other trucks. Watt says he has to 
keep gpm rate down because not too many tanks 
in his market have full-tank signals. Even at slight 
increase in pumping speed, he expects to save $100 
per year in driver time. 

The new truck is equipped with a 3-in. steel 
tubing and lightweight welded fittings instead of 
piping. Air eliminator and ticket printer are Brody, 
and hose reel, fitted with 150 ft. of 112-in. hose, is 
Hannay. For a nozzle, Watt uses an OPW 210. 

Clough Equipment Co., Seattle, made the tank 
and installed the equipment Watt wanted on the 
truck. « 


A FULL YEAR GUARANTEE 


ON MCDONALD'S SAFE-T-MATIC NOZZLE 


McDonald’s confidence in the new Safe-T-Matic 
nozzle has prompted a full year’s unconditional 
guarantee on the nozzle mechanism. And, any- 
time after the first year, McDonald will recondi- 
tion the Safe-T-Matic for $12.50 and issue an 
additional 6-month guarantee. 


DURABILITY PROVED BY UNDERWRITERS TESTS 


Performed successfully after 100,000 cycles of use equivalent 
of five years’ operation. 

Withstood ten, six-foot drop tests without damage 

Withstood a pressure test of 300 psi without leaking 

Withstood high temperature tests — wer normally after three 
days of handling 120°F test fluids ... and one week of handling 
— 58°F test fluids. 

Assure — of a good buy. Buy a nozzle with assured perfor- 
mance... the McDonald Safe-T-Matic. It's guaranteed. 


The new Safe-T-Matic works on pressure, not 
vacuum. This means gasoline flows through noz- 
zle without picking up vapor, without foaming or 
frothing. The Safe-T-Matic fills the tank full 
everytime, automatically. No need to take the 
time to top the tank. A control on the nozzle han- 
dle can be adjusted for three rates of gas flow. 


city, AY. MEDONALD wee. co. 


MDonald j¢ Dept. NPN-760, 12th and Pine 
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‘DUBUQUE, IOWA 
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By DONALD MacDONALD 


About synthetic lubes 
‘service-free’ cars, new 
coolant, more compacts 


THE ERA of synthetic automotive 
lubricants is at hand, according to 
Dow Chemical Co. engineers. Like 
other chemical and oil companies, 
Dow is completing a crash program to 
get ready for the “service-free” car. 

By “service-free,” auto men mean 
a car that is substantially free from 
a once-a-month or 1,000-2,000-mile 
oil change, lubrication, and coolant 
check. No one envisions much loss of 
income to service-station or garage 
operators. The more permanent oils, 
lubes, and coolants of the future will 
carry a much higher price tag. 

In addition to Dowgard, an all- 
year coolant already on the market 
(NPN—Apr. p176), Dow is pinning 
its hopes on a completely new class 
of lubricants called polyphenyl ethers. 
These possess the highest oxidation 
and thermal resistance of any known 
class of liquid lubricants, says Dow. 
Their properties far exceed the re- 
quirements of today’s engines, but 
Dow engineers envision the future 
need for a lubricant that will with- 
stand 600 deg. F. operating tempera- 
tures. 

Polyphenyl ethers have a viscosity 
index that permits operation from 

-40 deg. F. to the most extreme 
outdoor temperature encountered 
where vehicles are operated. They are 
expensive (three times higher than 
present MS grades) because they are 
made by assembling atoms into mole- 
cules rather than by refining raw 
materials taken from the ground. 


> Ebullient Cooling—This fancy moni- 
ker is one way of describing a cooling 
system that transfers heat from metal 
by means of a boiling mixture. Cir- 
culation and resulting cooling is ac- 
complished by the formation of vapor; 
both pump and thermostat are elimi- 
nated. 

Dow has a_ new liquid, called 
“ET-373,” which acts as a thermo- 
stat: The temperature of the metal 
parts of the engine always tends to 
remain at the boiling point of the 
coolant used. 





Dow claims the process lends it- 
self to the so-called “sealed” cooling 
system. However, extensive mechani- 
cal redesign will be required before 
the process is used in production. 


Compacts for Sure—In_ rapid-fire 
order, the Big Three automakers are 
confirming rumors (NPN—Apr. p145) 
that a new generation of compact cars 


Automotive 


is due for fall introduction. Dodge 
general manager M. A. Patterson re- 
cently announced plans for a luxury 
compact to be called the Lancer. And 
at the last annual GM stockholders 
meeting, president Frederic G. Don- 
ner confirmed the existence of Buick, 
Oldsmobile, and Pontiac compacts. 
They wil! be named the Special, F-85, 
and Tempest, respectively. 


LUBRICATION JOB... 1 


no time for a 


compressor 
to quit... and 


luiney 


doesn't! 


Reliability of your compressor can 
often mean the difference between 


profit and loss. 


For 40 years, QUINCY has been building dependability into every 
compressor that has come off the production line. This month-in, 
month-out quality has been proved by operators all over the world 


for a long time. 


And these men will be the first to tell you that 


economy goes right along with Quincy reliability. 


Get the Quincy facts now. 


SEE THE NEW “Q-LINE” 
— the complete line of 
air compressors from 1 
to 90 CFM. 


uincy 


uimey 


QUINCY COMPRESSOR CO., QUINCY, ILL 
Makers of the World's Finest Air Compressors 
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The Big Trends in TBA Today 


At the central-section meeting in Cincinnati, oil TRA men 


got a line on these developments: 


® Low-price nylons, silent treads, new tire designs, and 


other possible tire innovations 


® Why buyers need clear capacity-labeling on batteries 


@ Why the new scopes aid spark-plug merchandising 


®@ What's behind the growth in the filter market 


What's New in Tires 


A) piecrerngee nylon tires, introduced last Febru- 
ary by virtually all tire companies, may take 
some business away from retreaders, says R. E. 
Hedlund, publisher of This 
Week in Tires. In a talk be- 
fore the recent Oil Industry 
Central Section TBA con- 
vention in Cincinnati, Hed- 
lund questioned the theory 
of the low $13.95 price of 
the third-line nylons. 

The $13.95 price is sup- 
posed to be just an adver- 
tising device to bring in 
prospects who can be “sold 
up” to higher-priced tires, 
Hedlund explained. But ser- 
vice stations, which are weak on selling, will move 
a lot of the $13.95 nylons, Hedlund thinks, and 
many buyers will be lost to the retread market. 

There'll be a 10% rise in total passenger re- 


Hedlund 


Between the Sessions 


placement tires this year, Hedlund predicts. He 
thinks sales will go up from last year’s 67-million 
to 74-million this year, rather than to the 70-mil- 
lion or less forecast by other trade sources. 

The abnormal increase will be the result of many 
factors working together, said Hedlund. One factor 
is third-line nylons; others are the continuing drift 
to more snow tires, to 14-in. tires that wear out 
faster because of their smaller diameter, to power 
brakes, and to power steering. 

Hedlund outlined these other important de 
velopments: 

e@ Silent Treads. Everyone in the industry is 
talking about hush-hush tread compounds that take 
the squeal out of tires and give a softer ride. “This 
reverses a 50-year theory that tire treads had to be 
hard and the body of the tire soft,” said Hedlund. 

e Low-Profile Tires. The new concept that the 
cross section of a tire should be of greater width 
than height will get a big boost in the fall, said 
Hedlund. Many new-model cars will come out 
equipped with low-profile tires. 

e Two-Ply Tires. A limited number of two-ply 


Convention brings N. E. Thompson (center), British- 
American Oil Co., to Cincinnati for executive-committee 
meeting and a hasty farewell from Joe Welland (left), 
Skelly, and W. J. Wixson, DX Sunray. 


Nice work, say C. J. Jameson, Conoco (left), and chair- 
man Ivan Thompson, Lion Oil (center), to Jim Peck, of 
Price Battery for his summary of battery trends (See 
‘Wanted: Better Battery Labels’ above). 
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tires are appearing in third lines, but it’s hard to 
convince either dealers or car owners they’re as 
good as four-ply. 

@ Narrow Whitewalls. A natural for compact 
cars is the narrower white sidewall band. Same 
goes for 14-in. tires and low-profile tires. 

e@ Colored Tires. The public is not ready to 
accept color in tires, in Hedlund’s opinion. 

@ Wire Tires. One-ply passenger tires with steel 
wire beneath the tread have not yet been accepted 
in this country. “In truck tires, though, wire is fast 
gaining in popularity,” Hedlund reports. 

e@ Light Spares. Low-cost, limited-service tires 
are being developed as substitutes for the full-size 
spare tire. They'll get you to the next service sta- 
tion, and take less space in the trunk. 

@ Tread Sipes. The practice of cutting many 
small slits into a tire tread, known as siping, is now 
an accepted skid-prevention method, Hedlund be 
lieves. He looks for its widespread adoption for both 
passenger and truck tires. 


Wanted: Better Battery Labels 


Many car owners buy under-capacity batteries 
because they don’t understand what they’re getting, 
according to James J. Peck, general sales manager 
of Price Battery Co. The 
percentage of substandard 
batteries sold is greater than 
it used to be. Where petrol- 
eum marketers offer two 
battery price lines, for ex- 
ample, sales of the lower- 
priced line often reach 50% 
of the total, said Peck. 

The existence of so many 
substandard batteries, in 
Peck’s opinion, is an im- 
portant factor in the high 
incidence of road calls due 
to battery trouble. He believes every battery should 


Peck 


Post-session talk between (left to right) Leo Spanuello, 
Pure Oil Co.; R. E. Daley, Union Carbide’s manager of 
special products; and F. W. LaBarge, division TBA man- 
ager, Phillips Petroleum, Columbus, Ohio. 
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be openly and correctly labeled as to capacity, and 
that the same information should appear on price 
guides. “That will help your service stations sell 
performance rather than price and guarantee,” 
Peck said. 

As far as battery quality is concerned, Peck 
said batteries today are better than they've ever 
been. Significant improvements include the fol- 
lowing: 

e@ Containers and covers. The new resin-rubber 
compounds have the strength and chemical re- 
sistance to permit thinner walls and larger cells, 
raising electrolyte capacity. At the same time, tra- 
ditional rubber and asphaltic containers now 
have greater strength and better acid-absorption 
qualities. 

e@ Sealing compounds. Asphalts and thermoset- 
ting resins of improved temperature stability, plus 
new techniques of application, virtually eliminate 
electrolyte leakage. 

e@ Separators. Microporous plastic separators 
are more porous than wood, and are more acid 
and oxidation resistant. And rubber used for sep- 
arators is more heat- and acid-resistant than 
formerly. 

Grid alloys that contain 7.5% or less of anti- 
mony instead of the 9% to 13% once necessary 
have greatly extended the shelf life of batteries. 
And the silver cobalt treatment of the positive grid 
surface retards the rate of antimony escape to 
the negative plate. 

The battery industry generally has improved 
corrosion resistance not only by the reduction of 
antimony but also by the use of other constituents 
in the grid metal and through changes made in cast- 
ing the grid. Some are: 

@ Plate-active materials or oxides have been 
improved by close control of physical and chemi- 
cal properties and by additives that improve charge 
acceptance and low-temperature characteristics. 

e@ Newly designed machinery now in use casts 
a lighter-weight grid. Continued 


ne 


All set for budget talk is V. H. Gibson (left), Skelly 
credit manager, with the help of (left to right) Larry 
Sherwood, of Calvin Co., Kansas City; Bob Griffing, Fram 
Corp.; and Cuth Detrick, DX Sunray, Terre Haute. 
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e New controls for automatic plate-pasting 
equipment result in a dense packing of the active 
material in the plates and a uniformity standard of 
no more than 2% variation. 

e In the dry-charge process, the industry has 
developed the super-heated-steam method and the 
hot-inert-atmosphere method for charging negative 
plates. Both give better shelf life by minimizing the 
oxidation of negative plates. 

Looking ahead, Peck estimates battery replace- 
ments this year will total 28,500,000, or about 4% 
higher than last year. Six-volt sizes still predomi- 
nate, the proportion now being about 55% 6-volt 
to 45% 12-volt. 

Peck looks for the coming general use of transis- 
tors to bring about far-reaching changes in gen- 
erator and ignition controls. 


How Plug Scopes Help Dealers 


When customers complain of poor gasoline mile- 
age, the first place to look for the cause is the spark 
plugs, said W. C. Lee, director of distribution and 
marketing, AC Spark Plug 
Div., General Motors Corp. 
It’s easy today to check the 
plugs, Lee went on, because 
of the introduction of elec- 
tronic spark-plug analyzers. 

Previously the job was 
made difficult by the lower- 
ing of the engine hood and 
the increase in power ac- 
cessories. “As the plumbing 
under the hood became 
more complicated,” said 
Lee, “more dealers became 
reluctant to perform spark-plug service.” 


Lee 


With a plug scope the dealer can show the owner 
the exact operating condition of his plugs without 
removing the plugs from the engine or even requir- 
ing the customer to get out of his car. 

Lee gave a summary of scope checks made by 
dealers in 24 cities. Of a total of 611 cars, 440 cars, 
or 72%, needed spark-plug service. Out of that 
number, 314, or 51% had service work done or 
scheduled. 

In the process, dealers sold 166 sets of spark 
plugs, for a total of 1,278 plugs; sold 89 plug- 
cleaning jobs; and made 59 appointments for 
service. In addition they picked up bonus sales of 
oil filters, batteries, fan belts, and tuneup jobs. 

“We checked out the job tickets on one 30,000- 
gal. station,” Lee related, “for one month before 
and one month after they purchased a scope. We 
found that related product sales amounted to an 
extra $600. Although the scope wasn’t directly re- 


sponsible for the increased sales, it did provide 
the shop time and the opportunity to sell other 
accessories.” 

“Practically every spark-plug manufacturer,” Lee 
said, “conducts tuneup clinics throughout the coun- 
try. So does every ignition manufacturer. They’re 
usually eight-hour or twenty-four hour programs. 
Take advantage of them by encouraging dealers to 
attend. They’ll learn by actually doing the pro- 
cedures that lead to more sales and a more profit- 
able operation.” 


Trends in Filters 


“The market for filter-cartridge replacements 
has gone up over four times in the last seven years,” 
reports Charles B. Benton, vice president, national 

accounts, Fram Corp. 
“There are today more than 
70-million oil filters on the 
road that need replacement. 
To this number are added 
about 450,000 replaceable 
oil filters every month.” 
The trend in Detroit is 
toward the use of more fil- 
ters, Benton said. Already 
18-million cars are equip- 
ped with engine-air filters, 
Benton and 500,000 more are add- 
ed to this market every 
month. Gasoline-line filters are just coming into use, 
opening up another filter-replacement market. 

Some contemplated applications include filters 
for air actuators on air-suspension systems, filters 
for air-conditioning units, filters for crankcase 
breathers. 

While engineers plan on using more filters they’re 
also trying to make them more accessible and easy 
to change. One type of cartridge unscrews like a 
light bulb and can be replaced in a minute. Another 
is changed by removing a wing nut. 

Benton emphasized that there’s plenty of promo- 
tion material and dealer training help available 
from filter manufacturers. By way of illustration, 
he showed a 12-minute film designed for dealer 
education. The film is free of brand identification 
and explains the function of air filters. 

A clean air filter, the film explains, saves the car 
owner 3¢ gal. on the cost of his gasoline. The film 
shows how to make a light test of an air filter, and 
points out that an air filter can be changed in two 
minutes for a $1 profit for the dealer. 

Talks by Wylie F. Axford, sales manager, John 
Bean Div. of FMC, on wheel balancing; by J. E. 
Hynds, manager of retread sales for Firestone, on 
retreading; and by V. H. Gibson, assistant secretary 
and general credit manager for Skelly Oil Co., on 
budget sales, will be reported in a later issue. @ 
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What’s the score on 
YOUR battery line? 


Globe marketers stay far ahead! Like any 
league leader they take full advantage of all 
scoring opportunities exactly what the 
M.O.S.T. System provides with its Maximum 
Opportunity for Sales and Turnover! 

M.O.S.T. marketers beat the daylights out 
of sluggish inventories. They service all motor- 
ists with only four batteries (some dealers 
carry eight sizes for a complete quality selec- 
tion). Turnover, of course, is especially fast; 
not hard to guess what that means to profits. 

But concentrated merchandising is not the 
entire story. Globe’s superior design counts 
heavily, too. One-piece construction, power- 
channel grids, dry-charge unit packaging, plus 
other Globe firsts team together to make the 
M.O.S.T. line finest anywhere. 

For further details on the M.O.S.T. System, 
write Globe today. Now is the time to get 
your battery program off to a profit-winning 
start! 


SPINNING POW;, 


SPLIT.seCOND STARTING 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 


if it's Petroleum-powered there's a 
GLOBE-BUILT BATTERY right from the start! 


Patents 182,109, 2,925,137 
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Power-channel grids — have 
higher strength and corrosion 
resistance. Better con- 
ductivity, better oxide 
retention 

High-impact containers — 
provide 96% more resistance 
to shock. 

Rubber bushings — prevent 
corrosion at intermediate 
links; provide shock 
protection 


Color—gives dramatic appeal 


SYSTEM 
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One-piece cover gives extra 
acid capacity, greater all-over 
strength. Makes a better look- 
ing battery, too. 





GRIP-RIDGE, SURE-GRIP Hold- 
downs and SURE-LOK Channels* 
— fit M.O.S.T. batteries into 
any size carrier 





Creative dry-charge packaging 
allows point-of-sale activation 
with factory-fresh power — 
easily, quickly, safely. 
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By FRANK C. STURTEVANT 


New Antifreeze Battle: 
Spotlight on Corrosion 


ALL AT ONCE the antifreeze market 
ain’t what it used to be. Already three 
new products are on the market, and 
it’s a good bet we're going to see still 
more. 


In the past, antifreeze competition 
was largely a contest in merchandis- 
ing methods. Today every sales pitch 
is built around claims for corrosion 
inhibitors. 

Old Hands—All three of the new 
brands are offered by firms that are 
old hands in the antifreeze business. 

The first is Dow Chemical’s Dow- 
gard, which is a complete cooling- 
system fluid rather than just an anti- 
freeze. Its principal components are 
glycol and ionized water. The use of 
ionized water, says Dow, prevents cor- 
rosion for at least a year. And after 
Dowgard has been installed, the cool- 
ing system can be left closed, without 
further attention, for the entire year. 


LOWER In 1st cost...EAS/ER To INSTALL... OPS IN PERFORMANCE 


JUNCTION 


BY-PASS 


Order your 900's 

(4 models) today 

for the ultimate in 
complete satisfaction. 


Ruggedly attractive, the new 
Gasboy “900” Economizer, more 
than ever, offers the best buy in 
*Non-Cabinet Style compacts. 
The “900”, in addition to per 
formance excellence, is de- 
signed so that anyone can easily 
take care of routine mainte- 
nance and repair, if ever nec 
essary Another Gasboy ad 
vanced money saving feature. 
Now equipped with big, easy- 
to-read roller register, the Econ 
omizer is still lowest in first 
cost, easiest to handle, install, 
fastest in performance, proved 
in dependability and guaran- 
teed negligible to maintain. 


*See Series 200 cabinet style. 


Features 
+ U.L. APPROVED + 14 G.P.M. 
+ DIRECT-DRIVE PUMP 
« LOW VOLTAGE START 
+ WEATHERPROOF 
« ¥%”" X 10’ RUBBER HOSE 


NOTE in illustration the extreme 
accessibility of plainly marked me 
chanical components 


FOR 


INC. 
LANSDALE, PA. 


MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS, AND ROTABOYS 





The second newcomer is Dupont’s 
Telar, the first ‘“never-drain” anti- 
freeze offered by any manufacturer. 
Because it has a new type of inhibitor 
Telar is offered as an antifreeze that 
can be left in the engine year after 
year, as long as the cooling system re- 
mains normally tight. 

If leaks develop, and enough air or 
exhaust gas enters to contaminate the 
fluid, Telar provides its own warning. 
An acid-sensitive additive changes 
color, from red to yellow, signaling a 
corrosive condition. But in a five-year 
test, says Dupont, only one of 300 
Telar-protected engines showed con- 
tamination. 

The third new entry in the battle is 
Union Carbide’s Prestone Long-Life 
Coolant, also said to have a new in- 
hibitor that protects “for extremely 
long periods.” 

Union Carbide claims it can speak 
with authority on corrosion inhibitors 
because its Tonawanda laboratory has 
been testing inhibitors since the early 
30s. 

After many laboratory and _ field 
tests of every antifreeze on the mar- 
ket in all kinds of engines, Union Car- 
bide takes the stand that its two-phase 
protection works better than anything 
else to ward off corrosion in the cool- 
ing system. 

The Effect of Price—The customer, 
as always, will be strongly swayed by 
price. The average price of a Dow- 
gard fill runs about $10; 2 gal. of 
Telar or Prestone Long-Life, also an 
average fill, sells for $10. 

Most glycol antifreezes sell for 
$3.25 gal., making an average 2-gal. 
$6.50. 

The difference between $10 and 
$6.50 is $3.50. That’s the premium 
the customer is being asked to pay for 
Dowgard, Telar, or Prestone Long- 
Life. 

You don’t have to guess that the 
advertising will be terrific. The Dow 
campaign is already under way. Du- 
pont plans a big drive for Telar. Un- 
ion Carbide has always been a heavy 
advertiser, and the other glycol brands 
will be in there pitching too. 

Station Outlets—So far oil market- 
ers haven’t figured heavily in the 
marketing plans for the new products. 
On the other hand each manufacturer 
expects service stations to be the most 
important outlets. 

They lay strong emphasis on the 
point that best results cannot be ex- 
pected of these new antifreezes unless 
a service man first checks the cooling 
system. 

The outcome of the coming strug- 
gle is sure to have a lasting impact on 
one of oil’s oldest sidelines—anti- 
freeze. 
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Equipment 


This tight-fill system features lightweight 4-in. hose sections, beveled manholes. Gravity discharge rate is 325 gpm 


New Twists in 4-inch Tight-Fill 


@ Beveled manhole cover cuts cost of installing fill pipe adapters 


@ Lightweight hose in short, coupled sections is easier to handle 


“ ONVERTING a_ tank-truck unloading system 

A from a smaller to a larger size always presents 
a series of problems. For one thing, there’s no 
simple, easy way to modify existing station fillpipes, 
where that needs to be done, to get full benefit of 
the faster flow rate. For another, the weight of 
large-diameter hose is objectionable. 

Both these problems were solved in an unusual 
way by a major oil company in the Midwest. Here’s 
how it was done. 


July, 1960 * NATIONAL PETROLEUM NEWS 


How Fillpipes Were Changed 

Replacing conventional, flush-type, 3-in. service- 
station fillboxes with 4-in. tight-fill adapters nor- 
mally costs quite a little money. Even where a man- 
hole surrounds the fillbox, you have to shorten and 
rethread the fillpipe. That calls for some excavating 
so there'll be enough clearance within the manhole 
to accommodate the tight-fill adapter and cap. 

In Detroit the stations of one major oil company 
still have conventional 3-in. fillboxes which must 





Bevel-top manholes rise 3 in. above driveway, but don’t 
obstruct traffic. Colors distinguish gasoline grades 


& Ps 
with- 
out breaking driveway. Note mastic seal at edge 


(Begins on page 169) 

now be fitted with 4-in. tight-fill adapters. Rather 
than break out around the fillpipes to cut them 
down, they'll be left as they are. To accommodate 
the added height of the 4-in. adapter, a new 
rounded-top manhole cover will be installed. 

The cover (a new Buckeye product, 717-D) is 
shaped like a shallow, inverted pan, 24 in. in diam- 
eter, bonded to the pavement with a waterproof 
mastic. It’s strong enough so that cars and trucks 
can roll directly over it, and it’s low enough so that 
it doesn’t damage the vehicle. It provides 2-3 in. 
additional clearance. 

Instead of a $200 replacement job, the new man- 
hole covers cut the cost of the job to approximately 
$50. Buckeye and Ever-Tite parts are supplied by 
Amco Corp., Detroit. 


New Lightweight 4-in. Hose 


The extra weight of large-diameter hose for tank 
trucks has been a long-standing problem. It’s a 
problem that seemed especially important in Detroit 
because the gasoline-delivery units recently added 
to the fleet are 11,500-gal. trailer trains often called 
double-bottom rigs. 

There’s a lot of hose-handling for the drivers to 
do in coupling up these long rigs for service-station 
drops. Each trailer-train carries six lengths of 4-in. 


Tight-fill elbow and other fittings (all made of aluminum) 
are carried in this special compartment at rear 


hose—four 10-ft. and two 5-ft. sections. 

To equip the tankers with 4-in. conventional 
tank-car-type hose, you’d need a helper to go with 
the driver on most trucks. In the 4-in. size the hose 
is inflexible and heavy, and it takes two men to 
handle a 12-ft. section. Rather than add helpers 
just for hose handling, the company put it up to 
the equipment suppliers to find a solution. 

Among several varieties of hose suggested, the 
operations department found a suitable hose that 
weighs 2.6 lbs. per foot. It’s flexible enough to turn 
in a 12-in. radius without damage. The present pre- 
ferred supplier is Hose Specialties Co., Detroit, 
distributor for Republic Rubber Co., Youngstown, 
Ohio. 

Each hose length is fitted with a 4-in. male Ever- 
Tite adapter at each end. Thus either end of any 
hose section can be coupled either to the meter on 
the truck or to the tight-fill elbow for connection 
to the underground tank. 

An Ever-Tite tight-fill elbow is carried in a rack 
on every truck. Also carried on a bracket in the 
trucks is a quick-coupler unit for joining two lengths 
of hose. It takes two lengths of hose (either two 
tens, or a ten and a five) to reach most fillpipes. 
The quick-coupler unit—often called a _ spool 
coupler—consists of a pair of Ever-Tite couplers 
back-to-back. 
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Two units of 11,500-gal. trailer-train unload at the same 
time. Hose comes in 5-ft. and 10-ft. sections 


How Faster Unloading Pays 

“It’s well established that the greater the gallons 
per stop, the more economic the delivery,” says 
John A. Mowbray, superintendent of motor equip- 
ment. “The dumping rate is of maximum impor- 
tance,” he points out, “because you can’t change 
very much the time it takes to do the other things.” 

Traveling speed for trucks, for example, is re- 
stricted to 45 mph, Mowbray notes, while coupling, 
uncoupling, collecting, and other operations take 
up a fairly fixed amount of time. He cites this hypo- 
thetical case: 

If you’re dumping 10,000 gal. at 135 gpm, it 
takes you 74 minutes. If you’re dumping the same 
load at 300 gpm, it takes you only 33 minutes. You 
save 41 minutes per 10,000 gal. load. 

On the average, it means the truck is occupying 
the station drive about 40 minutes (including the 
other operation) instead of 142 hours. With less 
clutter on the drive, you have smaller loss of cus- 
tomers. “And with this improvement in dumping 
rates,” Mowbray observes, “you can just about 
double delivery volume every day.” 

There’s some increase in unloading speed just 
from the use of 4-in. lines and meters on the trucks. 
Trucks formerly unloaded (by gravity) through a 
3-in. meter, a 15-ft. length of 22-in. hose, and a 
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Equipment 


What Equipment Is Used 


On tank-trailers: 
T-30-Z 4-in. Smith meter. 
4-in. female adapter on meter, Ever-Tite Part A. 
4-in. male couplers on hose, Ever-Tite Part B. 
4-in male adapters on hose, Ever-Tite Part F. 
4-in. Republic hose (Vol-U-Flex). 
4-in. Ever-Tite spool coupler. 
4-in. Ever-Tite 99SGA elbow. 
Approximate total cost: $1,350 per truck 
meter. 
At service stations: 
Buckeye No. 717D, 11-in. manholes. 
4-in.-to-3-in. Ever-Tite fillpipe adapters. 
4-in. Ever-Tite 97A fillpipe adapters. 
4-in. Ever-Tite 97LC cap. 
All fittings are aluminum castings or forgings 
except fillpipe adapters and locking caps mounted 
on service-station fillpipes. 


3-in. fillpipe into tanks with 1'2-in. vents. Unload- 
ing speed ranged from 135 to 150 gpm. 

Each of the two compartments in the trailer- 
train was fitted with a meter and a variety of con- 
ventional fittings to accommodate a variety of fill- 
pipes. The fittings had to be put on and taken off 
at many drops, lengthening out the time of each 
stop. 

With the new 4-in. discharge system, trucks can 
unload into 3-in. fillpipes with 1'/2-in. vents at 175- 
225 gpm. At the newer stations with 4-in. fillpipes 
and 2-in. vents, the discharge rate rises to 325 gpm. 


Scope of Conversion 

With the object of reducing operating costs, man- 
agement authorized the conversion to 4-in. equip- 
ment starting a little over a year ago. “In order to 
extend the period of capital outlay,” says Mowbray, 
“the policy has been established to equip all sta- 
tions now under construction or to be built with 
this system. If tank and fillpipe replacements are 
otherwise indicated, theyll be modified, too. But 
at no time do we reconstruct merely to apply these 
fittings.” 

Truck conversion is pretty well along. Eight 
11,500-gal. truck-trains equipped with 4-in. meters 
are on direct station delivery. Four more are on 
order. 

“All trucks will probably be completely equipped 
within the next year. As for service stations, if we 
have them pretty well equipped in five years, we'll 
be doing well.” a 





tk Od OK E Okays 


Tank Manual 


RECOMMENDED PRACTICES for 
the safe abandonment or removal 
of underground tanks have been drawn 
up by the operations and engineering 
(O&E) committee of the American 
Petroleum Institute. At the API 
marketing division meeting in Cleve- 
land May 17-20, the O&E committee 
authorized task-force leader E. M. 
Prudames, Mobil Oil Co., to circulate 
a final draft to members for approval 
by mail vote. 

The final draft has been expanded 
to include not only  service-station 
tanks, but also underground bulk- 


“ plant, airport, home fuel, and com- 

TANK CAR— mercial tanks. When approved, API 
: will prepare a printed manual. 

TANK TRUCK an ll The O&E group, under the chair- 

: Pg ee manship of R. A. Niles, Standard of 

‘ Sect oe aaa Indiana, also reviewed two reports 

UNLOADING HOSE ; cpr dae on tank repairs. Task-force leader T. 

E. Pugh, Tidewater Oil Co., Los An- 


, x geles, submitted a study of the use 
llweigll ... FOR FASY HANDLING of plastic materials for repairing steel 
storage tanks, which will be circulated 
1 by API for information only. 
FOR FULL FAST FLOW Another study on methods of re- 
Kinkos cee y 


pairing old, riveted tanks will be 
rewritten in manual form. 
Dhawable FOR LONG SERVICE LIFE After debate on the value of catho- 
eee dic protection against galvanic tank- 
corrosion, it was decided to assemble 
For important savings in handling gasoline from tank car or truck, all the information and make it avail- 
be sure the hose you buy is “NEWTYPE”. able on an information-only basis. 
Full inside diameter, even on sharpest bends. The elimination of seemingly minor, 


Highest resistance to wear and weather. but costly, cone: Shigynigy weecend of tong 
‘ 5 a é standing has been a feature of the 

Yellow spiral stripe for easy identification. committte’s program since it was or- 
Sizes 1%" to 4"1.D., in maximum lengths of 50 feet. ganized five years ago. In a recent 
move, the International Council of 

‘Ut it’s GOODALL, it Must be GOOD!” Building Officials was persuaded to 

drop its requirement for parapet walls. 

Eventually the change will mean 
savings to the oil industry on station 
building costs, according to R. E. 
Davison, Richfield Oil, Los Angeles. 
Cust Savings are also expected from two 
Address ae Sve 2 proposed equipment changes. The 
Chy_—__.. ‘ committtee is working for approval of 
Att. of the use of gasoline hose without static 
wire, and for the shipment of new 
pumps from the factory minus nozzles. 
The static-wire proposal is now be- 


Q fore the National Fire Protection 
ity—Si HOSE + BELTING - FOOTWEAR +» CLOTHING ; ; 
PRO eS Assn. The nozzle project awaits action 


COB 6) _AND OTHER INDUSTRIAL RUBBER PRODUCTS by the Gasoline Pump Manufacturers 

C; O O DA L 4 Pybbor G Assn. Cooperation by both is expected. 
CHYIANY As a defense against new code 

GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. _ restrictions, Louis Chappelear _Jr., 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED states. Western Oil and Gas Assn., outlined 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. the continuing program carried on by 


RRR HSRC mm 
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Goodall Rubber Company ae 
Whitehead Road, Trenton 4, N. J. 


Gentlemen: 


O Send "NEWTYPE” Catalog and Prices (© Have your representative call 





























WHAT’S 
NEW 
IN 
EQUIPMENT 





Drum dumper 


. operates at lifting heights from 12 in. 
up te 50 ft. for emptying drum contents 
into tanks, mixers, conveyors, or hoppers. 
Offered with rated capacities from 100 
Ibs. to 5,000 Ibs. Conveyors and Dump- 
ers Inc., Div. of Mercury Industries, 
Hillsdale, N.J. 


Ductile iron valves 

with steel trim are available in a 
new line of %2- and %-in. globe and 
angle designs. Improvements are said to 
result in extra large flow capacities rang- 
ing from 22.7 gpm for the 2-in. globe 
to 45.3 gpm for the %4-in. angle valve. 
Bastian-Blessine Co., 4201 W. Peterson 
Ave., Chicago 46, Ill. 


Portable washer 


. . . for cars and trucks is mounted on 
ball-bearing, rubber-tired wheels, occu- 
pies only 10 sq. ft. Chemical solution 
said to clean a car in 10 minutes with- 
out the necessity of touching it. Red 
Devil Electronics Inc., 3412 W. Mon- 
trose, Chicago 18, Ill. 


Splash deflector 


... for fillpipes of underground tanks is 
said to be the only existing 3-in. de- 
flector that can fit through a 3%-in. 
(NPT) tank opening. Universal’s No. 
615 is available in cadmium-plated iron 
or aluminum. Universal Valve Co., P.O. 
Box 444, Elizabeth, N.J. 


Pail rack 


for dispensing liquids from 5-gal 
containers is said to provide perfect con- 
tainer balance for pouring without effort 
or waste. Adjustable band clamp is eas- 
ily tightened by means of a plated wing- 
nut. Hub States Chemical & Equipment 
Co., 1255 N. Windsor St., Indianapolis, 
Ind. 


Check-valve housing 


.. . Known as Universal’s 205H is for use 
with check valve 205D, making it adapt- 
able to all pump installations including 
those with restricted intake. Unlike a 
conventional coupling, the 205H housing 
permits full flow when poppet is opened. 
Universal Valve Co., PO Box 444, Eliza- 
beth, N.J. 


Flexible connector 


. for service-station piping eliminates 
right-angle bends; compensates for set- 
tling of tanks and pumps; cuts labor 
cost because fewer connections are 
needed. Approved by Underwriters’ 
Laboratories. F. L. Murdock & Co., 
P.O. Box 9635, Tulsa, Okla. 


V-8 Diesel engine 

is a new 2-cycle unit said to be 
lighter and shorter than similar capacity 
6-cyl. in-line engines of 4-cycle design. 
The new engine will be installed in 
three heavy-duty GMC tractor models 
of 48-in. aluminum tilt-cab design. GMC 
Truck & Coach Div., 660 S. Boulevard 
East, Pontiac 11, Mich. 


Safety switch 


. Operates solenoid valve in fuel-sup- 
ply line on LP-gas engines. The Beam 
Microvac Model 1501 vacuum safety 
switch is a miniature micro switch with 
snap-action contacts, enclosed to prevent 
arcing. Insures positive fuel shut-off 
whenever engine stops. Beam Products 
Mfg. Co., 3040 Roslyn St., Los Angeles 
65, Calif. 
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Pickup truck 


... has a two-section sliding rear window 
said to provide a new system of cab 
ventilation. Twin air currents enter the 
cab through right and left vents in the 
grille, pass over the front seat, and out 
the full-cab-width open rear window. 
Choice of two wheelbases, 112 and 122 
in., and four engines. Available in 4- 
and %4-ton models. in 5,000, 5,200, and 
7,000 GVW ratings. Studebaker-Packard 
Corp., South Bend, Indiana. 


Pipe coupling 

is an improved version of a per- 
manent coupling for gripping plain-end 
pipe said to provide a powerful and re- 
liable gasket-sleeve joint. New model has 
heavier wall and more space for deflec- 
tion of open pipe ends. Norton-McMur- 
ray Mfg. Co., 919 N. Michigan Ave., 
Chicago 11, Ill. 


Oil-test kit 


includes magnets for determining 
viscosity, hand sling type centrifuge, de- 
vice for magnetic detection of metallic 
contaminants, simplified titration test for 
acidity. Said to permit complete analysis 
in 12 minutes. Cost $98. R. & W. En- 
gineering Co., 2118 W. Cris Ave., Ana- 
heim, Calif. 


Combustion chemical 


is designed to protect residual-fired 
boilers against slag and cold-end corro- 
sion. Nalco 159 is a clear, oil-soluble 
liquid that can be added to the storage 
tank or pumped into transfer lines. Nalco 
Chemical Co., 6216 W. 66th Place, Chi- 
cago 38, Ill. 


Safety floodlight 


. ls an explosion-proof unit available 
in a number of mountings, portable or 
fixed, for use in hazardous locations. 
Type RCDE-6 is available with handle 
and wheelbase, handle and tripod, or flat 
base and explosion-proof junction box. 
Crouse-Hinds Co., Syracuse 1, N.Y. 
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NEW JERSEY 








BRILLIANT “DAY-GLO” 


CE SIGNS 


LARGE SIZE: 
10” x 12” 





EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 








TENNESSEE 


Gashboy* Pues 


For every size consumer- 
commercial account. 
CRUZEN OIL EQUIPMENT 


co., 
309-317 Jefferson Ave., 
MEMPHIS, TENN. 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St. 
New York 36, N. Y. 








Equipment 


Literature ... 





Fleet leasing 


. costs are analyzed and compared in 
a revised edition of a 28-page study. Ta- 
ble of fixed and variable costs at differ- 
ent mileages are included. Single copies 
available to executives from Foundation 
for Management Research, 121 W. Ad- 
ams St., Chicago 3, Ill. 


Hose bulletin 


; is a technical discussion of the 
characteristics of many kinds of indus- 
trial fire hose. Bulletin D-115 is offered 
free by the Technical Service Section, 
Textile Fibers Dept., Du Pont Co., Wil- 
mington 98, Del. 


Swing joints 

. in over a thousand different styles, 
types, sizes, and alloys are listed in a 
new 12-page booklet, #68-1. Grouped in 
11 different series, sizes range from 1 
in. through 8 in. Available materials are 
bronze, aluminum, steel, stainless, and 
ductile iron. Wheaton Brass Works, 
Springfield Rd., Union, N.J. 


Pump data 


. contained in a new 4-color bulletin 
TP-60 includes system performance 
curves and input speed-selection curves 
for two of the most popular Marlow 
petroleum-marketing truck pumps. Mar- 
low Pumps Div., Bell & Gossett Co., 
P.O. Box 200, Midland Park, N.J. 


Largest in the country is this 10,000-gal. Fleet-Wing refueler at Detroit Metropolitan 


Airport, being used to load kerosine 


Fleet-Wing’s Record-Size Refueler 


UPWARD TREND in refueler capac- 
ity has reached its peak in this 10,000- 
gal. tank trailer built for Fleet-Wing. 
Two of them are now in use by Air- 
craft and Airport Services Inc. loading 
kerosine at Detroit Metropolitan Air- 
port. 

A feature of the truck equipment 
is the hydraulic-drive pumping system. 
Hydreco hydraulic pumps and motors 
operate from a conventional power 
takeoff to drive 6-in. Blackmer pumps. 
As is now common with jet refuelers, 
the pumping system can deliver 600 
gpm. 

Product flows through Betts 6-in. 


emergency valves, Warner-Lewis 600- 
gpm filters and 6-in. Brodie meters. 
Planes are loaded through twin Han- 
nay hydraulic-rewind hose reels with 
3-in. hoses. 

The Wilco tank trailer, designed for 
bottom loading, is 96-in. high and 
116-in. wide. The tractor is a White 
model 3000T with power steering and 
a Clark 400 series transmission. Com- 
bined length is 43 ft., and weight 
distribution is very nearly equal over 
all three axles. 

Other equipment includes Harwood 
dead-man controls and Aeroquip hy- 
draulic hose and fittings. 
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Wheaton liquid ha 
precision  —equipme 


TERM INAL Your liquid handling equipment will STORAGE 


give you tighter connections . . . reduce 
E Ul PM vapor loss . . . operate with less mainte- TAN * 
_ ENT nance cost . . . longer life—if it is en- 
gineered and manufactured by Wheaton. EQUIPM ENT 
“ ” ed] = Over 67 years of experience have gone - > 
r into the development—and continuing 
evens! improvement—of Wheaton Fittings. This 
wit is the basis of Wheaton quality—and the 
reason why so many oil and chemical 


Wheaton " : 
companies standardize on Wheaton. 


LOADING 
VALVES Send today for new catalog which de- 


scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


Wheaton 
WATER DRAIN VALVES 


Wheaton TRU Cc K TAN ie 


Wheaton 


LOADING a 
ASSEMBLIES EQUIPMENT . VENT 


VALVES 


Wheaton 
AUTOMATIC 
TANK GAUGES ¢ 











oo 


SLIDING TUBES AND " => . Z Xe aft. ~ 
SPOUTS - y e ' : Wheaton : : 
oka 3 um - 
Wheaton ‘ i Wheaton EMERGENCY VALVES 


SWING JOINTS : MULTIPLE VALVES Wheaton 
. i GAUGE HATCHES 





= 


; - , ; ) Wheaton 
7 Wheaton ’ ob ee 2 
cng DOUBLE STEEL TRUCK TANK Whecton <a Wheaton MID-POINT 


STEEL SWING JOINTS 
SWING JOINTS EMERGENCY VALVE EXTERNAL VALVES THERMOMETERS 
(FLANGED) (THREADED) FAUCETS OPERATORS 


Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 
WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 








Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England * Ljungmans, Malmo, Sweden 
Emco G.M.B.H., Allendorf, Germany ¢ Baza S.R.L., Buenos Aires, Argentina, S.A. * Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


Wheaton 


the best by every standard 
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WHEN ONE OF YOUR DEALERS Equipment Suppliers . . . 
RELINES A CAR’S BRAKES... 





White Motor Co. recently opened a new 
branch in Cincinnati at Spring Grove and 
. Station Ave. The new facilities provide 
does he make a fri end— parts and service for White, Autocar and 
Reo trucks and tractors. Drive-through 
design eliminates two-way traffic at a 
single entrance. 

or lose a customer? ‘ 

The former St. Paul office of the Ben- 
nett Pump Div. of John Wood Co., has 
been moved to 813 W. Lake St., Minne- 
apolis 8, Minn. Paul W. Mowrey was re- 
cently appointed district manager. 


© 

National Assn. of Oil Equipment Job- 
bers has applications for active member- 
ship from Pace Oil Equipment Co., 2014 
New Main St., Louisville 6, Ky., R. W. 
Pace, owner; and The Tomlin Toledo 
Co., 217 First St., Toledo 5, Ohio, F. J. 
Gilroy, president. 

The association also has applications 
for associate membership from Weaver 
Manufacturing Co., Div. of Dura Corp., 
manufacturer of lifts, car washers and 
jacks, 2171 S. Ninth St., Springfield, IIL: 
and Ingersoll-Rand Co., air compressors, 
centrifugal bulk-plant and terminals 
pumps, air and electric Impactools, 11 
Broadway, New York 4, N. Y. 


* 

Butler Manufacturing Co., Kansas City, 
now offers a 20-year roof-guarantee, said 
to be the first such guarantee in the pre- 
engineered metal building industry. Guar- 
antee applies to the aluminum roofs of 
what is called the Butlerib configuration. 


Equipment People . . . 





You and your dealers are out to build a strong consumer fran- 
is 
That’s why you will want to control the quality of your dealers’ the new general 
brake service by making certain that they use only quality linings sales manager of 

: : Genera! Steel Tank 
Co. Inc., of Bir- 
mingham, Ala., 


Pah roe with offices at 6306 
Raybestos Brake Linings, as you know, are unexcelled. The Walnut St.. Kansas 


chise. But shoddy brake work may well cripple your efforts. H. H. White 


and that they are equipped to do a really professional job. 
Raybestos can help you on both counts. 


result of premium materials and modern manufacturing methods, City 13, Mo. White 
they are thoroughly proving ground tested. Mr. Motorist can was formerly vice 
rely on them... if they have been properly installed. And that’s president in charge 
of sales at Standard 

White Steel Works. He 
has served as presi- 

dealers how to do the kind of brake work that ultimately boosts dent of the National Truck Tank and 
business at your stations—all kinds of business—pump sales, frailer Tank Institute and is a member 
lube and oil jobs, and TBA. of the Industry Advisory Committee of 
: the Associated Equipment Distributors. 


why Raybestos training programs are so important. At local brake 


service clinics and in our own factory schools we show your 


If you would like to discuss the possibilities of Raybestos in your service 


e 
: Howard K. Norris has been named 
station plans, write to us—we will be happy to meet with you 


marketing manager of the mechanical- 
goods division, United States Rubber Co. 
After starting in the tire sales department 
in 1940, Norris moved over to the me- 
chanical-goods division in 1945 and was 
most recently its production manager. 


AMERICA'S BIGGEST @7 SELLING FRICTION MATERIAL R. L. Layfield has been named district 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. manager at Chicago for the Wayne Pump 

RAYBESTOS-MANHATTAN, INC., Brake Linings * Brake Blocks ¢ Brake Fluid * Clutch Co., division of Symington Wayne Corp., 

Facings ¢ Industrial Rubber « Mechanical Packings * Asbestos Textiles * Engineered Salisbury, Md. He succeeds H. B. Harden, 

Plastics * Sintered Metal Products * Rubber Covered Equipment ¢ Laundry Pads and who has been transferred to the home 
° b i n i . C j . 1d B “ 

Covers Abrasive and Diamond Wheels Industrial Adhesives Bowling Balls office sales department. 
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WHAT’S 
NEW 





Summer seat-cushion 


. . has a built-in forced-air cooling sys- 
tem. It’s a portable unit with 1/100-h.p. 
motor that plugs into the cigaret lighter. 
Seat body is quilted fabric over flattened 
coil-springs. The Breeze-maker sells at 
$29.75. Hupp Corp., 1135 lvanhoe Rd., 
Cleveland 10, Ohio. 


Bleeder cap 


. called the No. 349 Pressure-Flo, is 
adaptable to most popular makes of 
hydraulic-brake bleeder-tanks and is de- 
signed for use on the brake systems of all 
1960 Ford products. Neoprene sealing- 
disc prevents leakage. Barrett Equipment 
Co., 2101 Cass Ave., St. Louis 6, Mo. 


Christmas lamps 

. can be readily sold in service sta- 
tions with the aid of the new GE No. 285 
counter merchandising display. It con- 
tains 285 of the fastest-selling Christmas 
lamps, all price-marked, identified, and 
in S5-lamp packs. General Electric Co., 
Nela Park, Cleveland 12, Ohio. 
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FLASHLIGHTS 


Flashlight display 


is a revolving merchandiser called 
the Revolve-A-Lite. Designed to hold 16 
Eveready flashlights, it can be installed 
on counters or over other merchandise in 
order to save space. Union Carbide Con- 
sumer Products Co., 30 E. 42nd St., New 
York 17, N.Y. 


Super brake fluid 


. added to the Raybestos line, meets 
or exceeds SAE Heavy-Duty specifica- 
tions 70R3 and 7OR1. Will not boil out 
under the higher temperatures generated 
in later-model cars. Ravyhestos Div., 
Raybestos-Manhattan Inc., PO Box 1021, 
Bridgeport, Conn. 


Gasoline filters 


. for replacement on Ford Motor Co. 
cars, have been added to the AC line. 
They are of the disposable, in-line type 
intended for protection against carburetor 
wear, flooding, and stalling. AC Spark 
Plug Div., General Motors Corp., Flint 2, 
Mich. 


TBA Literature .. . 





Small-engine parts 


. are listed in a new, condensed cata- 
log. Silhouette pictures identify all fast- 
moving parts for Briggs & Stratton, 
Clinton, Lauson, and Power Products 
Engines. Also listed are suggested prices 
and special tools. Automotive Electric 
Assn., 16223 Meyers Rd., Detroit 35, 
Mich. 


Filter-service manual 


illustrates fast, easy methods for 
changing filters; shows each step in 
proper working order; which tools to use; 
and each car’s filter specifications. Covers 
oil, air, and fuel filters on all cars in- 
cluding the new compacts. Purolator 
Products Inc., 970 N. Brunswick Ave., 
Rahway, N.J. 
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Valve catalog 


includes Dill’s latest tubeless tire 
valve application chart. Offered to dealers 
without charge, catalog No. 14 includes 
operating information, specifications, or- 
dering, and packaging information. Dill 
Manufacturing Co., 700 E. 82nd Si. 
Cleveland 3, Ohio. 


Tuneup catalog 


contains 48-pages of information 
about the Sun line of motor-testing and 
service eauipment. Panels and dials are 
pictured in jumbo size. Also contains 
hints on how to make best use of the 
equipment. Sun Electric Corp., Dept. EC, 
6398 N. Avondale Ave., Chicago 31, Ill. 


Tire-valve bulletin 


. . . Is a collection of proven ideas for 
selling tubeless tire valves, valve caps, 
and related items. Suggestions are in- 
tended for dealer use and _ includes 
analysis of dealer profit for each item 
discussed. Dill Manufacturing Co., 700 
E. 82nd St., Cleveland 3, Ohio. 


Air-filter film 


for dealer meetings contains no ad- 
vertising for any particular brand. The 
12-min. film covers points service-station 
operators overlook such as the fact that 
clogged air filters cause poor gasoline 
mileage. Also shows how to check and 
replace air filters. Fram Corp., Provi- 
dence 16, Rd 


TBA People... 





Dr. Frederick J. 
Port has been elect- 
ed vice president of 
the Automotive 
Div., Electric Stor- 
age Battery Co., 
Cleveland. He had 
been general man- 
ager of the division 
and before that was 
manager of manu- 
facturing and engi- 
neering. Port holds 
a doctor of science 
degree from MIT as well as a masters 
degree in business administration from 
the University of Chicago. 

° 

William L. Carlson has been named 
marketing manager for Delco batteries 
for the United Motors Service Div. of 
General Motors. He was formerly as- 
sistant zone manager in Kansas City and 
Los Angeles. He will head up national 
merchandising activities for Delco bat- 
teries in the replacement market. 


Port 


3 

Russell C. Flood, general operations 
manager of A. Schrader’s Son is back 
from a 35,000-mile world tour of the 
company’s overseas facilities. In addition 
to its other plants, Schrader expects to 
start production in Australia this summer. 
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keep ahead of 
competition 


/ODAY 
TOMORROW 


Use these products for 
easier selling, faster service 
and better station operation. 


{psu is. “w 
aaa 
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SELOIL CABINETS 5 models to 
choose from . . . the correct model 
for every type service station. A 

new 48” cabinet to match low 
silhouette pumps. 


SAES MESSI HE | 
LUBE SERVICE CENTER 
Centralizes write-up 
and follow-up of 

lube bay service work. 
This is the most 
automatic, econom- 

ical and effective fol- 
low-up system available. 


eoekebererbebre 





REFRESHMENT PATIO 
Brings customers into your station .. . 
organizes vending machine sales . . . 
available in lengths of 6, 12, 18 and 
24 feet. 


FOR MORE INFORMATION WRITE: 
MODERN METAL 
PRODUCTS CO. 


Box 1798 e Greensboro, North Carolina 
Box 691 e San Jose, California 
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George D. Hitler 
has been named 
sales manager of 
private-brand tires 
for Firestone. He 
has been manager 
of dealer _ sales 
since 1955. He 
joined Firestone’s 
college training 
class in 1929, since 
then has been as- 
sociated with the 
Firestone sales de- 
partment. He also served at other posts 


Hitler 


as district manager in Milwaukee, Grand 


Rapids, and Columbus, and was at one 


| time central division manager of truck- 
| tire sales. 


* 
William C. Ray has been named gen- 


| eral manager of Electric Autolite’s battery 


division. He was previously controller for 


| Autolite’s seven-plant battery division. 


Kenneth L. Gackel is now sales man- 


| ager of the wire and cable and industrial 
| instruments division. 


He was formerly 
assistant sales manager. 
” 

Grover C. Clark has been promoted 
to the newly created post of manager 
merchandising for Chemstrand 
Corp., with headquarters in Akron. Clark 


| was with B. F. Goodrich for 16 years, 


most recently as manager of merchan- 


| dising and oil company sales for the 


Associated Lines division. 
° 
Gomer F. Davis has been named mar- 
keting manager of General Electric’s 


| miniature lamp department. He has been 
| sales manager of the miniature-lamp de- 
| partment since 
| series of promotions starting when he 
| was a salesman in Columbus, Ohio in 


1955, as a result of a 


1941. At the same time Albert F. Brun 
has been named as manager of replace- 
ment sales in the miniature-lamp de- 
partment. 
. 
Rudolph F. Untermohlen has _ been 
elected vice president of the American 


Brakeblok Div. of American Brake Shoe 
Co. Since 1957 he has been manager of 
replacement sales. 

@ 

Fred Kutch is the new sales manager 
for petroleum and industrial products in 
Neptune Meter’s liquid meter division. 
He was formerly petroleum meter spe- 
cialist of Neptune’s eastern district. Kutch 
served in World War II as commander 
in the Navy Bureau of Ships, and sub- 
sequently was employed by Warner Inc., 
and Atlas Maritime Corp. He was edu- 
cated at New York University’s college 
of engineering and school of business 
administration. 

. 

Ray L. Gage, California Oil Co., Pertn 
Amboy, N.J., was elected chairman of 
the Eastern section, Oil Industry TBA 
Group, at the regional meeting held in 
May at Skytop, Pa. 

W. J. Wixson, D-X Sunray Oil Co., 
Tulsa, was elected chairman of the 
Central Section at the central convention 
at Cincinnati in May. 

Both men take office at once under 
the new plan for choosing regional chair- 
men at midyear meetings rather than at 
the national convention in December. 


TBA Suppliers .. . 





Bucron tires, added to the Atlas line 
last year, are making their first appear- 
ance on the Canadian market. Arrange- 
ments have been made to produce the 
Bucron line in a Canadian plant, and 
Imperial Oil starts selling them this sum- 
mer. 

* 

Weaver Manufacturing Co. is offering 
a five-day instruction course in wheel 
alignment at Springfield, Ill. It’s open to 
service-station employes without charge, 
according to Ruel Logan, sales vice 
president. 





NPN's 
Hall of 


Fame 


next month’s issue. 





GBEHBE) 
RERGAD | 
£DGRER | 
GEHES 








This month, NPN editors sift through nomina- 
tions for two new members of the Oil Hall 
of Fame, created a year ago in honor of oil’s 
centennial. The selections will be announced in 
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PLASTIC DROPCLOTH measures 9x12 ft. 
As a giveaway, the cloth may be used to 
cover cars, lawn furniture, boats, or may 
be used when painting. Price is $4.50 per 
dozen. Sheet may be cut into smaller 
pieces since it is unseamed. L & M Co., 
415 N. 8th St., St. Louis, Mo. 


COFFEE CARAFE holds eight cups. Brass 
stand holds one candle. Carafe is trimmed 
in gold with plastic handle. Ordered in 
quantity, unit price is $1.80. Club Alu- 
minum Products Co., 825 26th St., La 
Grange Park, Ill. 


IMPRINTED COMBS are available in a 
wide range of opaque or transparent col- 
ors. Price for 1,000 is 5¢ each, with a 
special suppliers offer of “an additional 
1,000 free” (or a quantity price of 24%2¢ 
each for 2,000 combs). Action Advertis- 
ing Corp., 150 Broadway, New York 38, 
N.Y. 


HOLIDAY PEN kit consists of a quill pen, 
glue, and multicolored glitter-dust. You 
write with the glue, then dust the glitter 
over it. Packed in a plastic tube, the kit 
is priced at 85¢ in quantity orders. Broad- 
cast Specialties Co., 120 W. 42nd St., 
New York 36, N.Y. 


PRINTED HERE 
PUBLICITY PARK 
SAMPLE Wo. 6155 


KEY CASES are available in leather (top) 
or plastic (bottom). Sales message is im- 
printed in gold. Leather case is priced at 
23¢ in 1,000 lots. Plastic case unit price 
is 14¢ in 1,000 lots. Advertisers Publish- 
ing Co., 944 Wall St., Ann Arbor, Mich. 
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SLICER can be used to make thin bread 
for canapes, dietetic meals, or simply to 
make bread go further. Complete with 
bread knife, the kit is priced at $2.23 in 
quantity orders. Without the knife, unit 
price in bulk orders is $1.33. Henry Hoff- 
man Assoc., 1133 Broadway, New York 
10, N.Y. 


THERMOMETER MAILERS are imprinted 
with sales messages. Prices in orders of 
10,000 (printing included) are: weather- 
bird mobile 29¢; card model, 18¢; pop-up 
desk model, 1942¢; pyramid model, 20¢. 
Stegeman Specialty Manufacturing Co., 
16 E. 6th St., Newport, Ky. 


ELABORATELY COSTUMED DOLLS come in 
complete promotion package. Supplier in- 
cludes posters, punch cards, handbills as 
part of service. Unit price is about 79¢ 
when ordered in quantity. Henry Phillips 
Co., Barryton, Mich. 





‘XAMIOK 


QUICK COUPLERS 


OLDS TIGHT 


CAM TtGHTENS 


The Fastest, Gafest, 
Gurest Coupling Known 


BRONZE - ALUMINUM * MONEL 
STAINLESS STEEL + SEMI-STEEL 


ALL STYLES OF ADAP- 
TORS FIT IN ALL STYLES 
OF COUPLERS OF THE 
SAME SIZE. 
Perfectly tight, no leak con- 
nection in seconds. Kamloks 
couple and uncouple_in- 
stantly regardless of "“hook- 
up." 
Write for Free Bulletin F-10R 


OPW CORPORATION 


2735 Colerain Ave., Cincinnati 25, Ohio 
Kirby 1-5400 








Premiums 


SCREWDRIVER TOOL has a selection of 
regular and Phillips blades. The handle 
|is a flashlight, which may be switched 
on to supply light for the working area. 
| The six-piece set is packed in a blue 
vinyl case, which can be imprinted. Unit 
price in quantity is 90¢ without batteries. 
Henry Wedemeyer Inc., 1140 Broadway, 
New York 1, N. Y. 


UNBREAKABLE SUN GLASSES fold into a 
handy pocket-size case. Lenses have 
U. S. Bureau of Standards approval 
Frames are self-adjusting to fit adults o1 
children. Unit price, mailed by the sup 
plier, is 25¢. Van Schaack Premium 
Corp., 310 W. Washington Blvd., Chi 
ago 6, Ii. 


a conrusen Guin 
ron somrtl 
ranpavers 


Jax Rackets 
for Men In 
All Brackets 


HANDY GUIDE to tax rackets—a humor- 
ous approach, of course—is a parody of 
complex Internal Revenue instructions. 
Sales message can be imprinted. De 
| signed for a #10 business envelope, costs 
run $37.50 for 250. Marvic Co., 861 
Manhattan Ave., Brooklyn 22, N.Y. 


BALLOONS are a perennial giveaway for 
the kids or ideal for decorating. Prices 
vary, depending on size and whether 
printing is desired on one side or two. 
Round model above, for example, costs 
$49.40 per thousand, printed on one side. 
Long balloon costs same price printed 
on two sides. Pioneer Rubber Co., Wil- 
lard, Ohio. 


ae: 

MINIATURE TOOLS have movable parts. 
rhis item could be used with a mailer, 
or as a giveaway for children or teen- 
agers. Finishes are gilt or silver. Price per 
thousand is $13 on orders up to 2,000. 
Price drops with larger orders. Gries 
Reproducer Corp., 125 Beechwood Ave., 
New Rochelle, N.Y. 


STORYLAND MAP measures 50x38 in. It 
is printed in full color, illustrating fa- 
vorite nursery rhymes and fairy tales. 
Unit price in orders of 1,000 is 16¢. With 
a four-line imprint, price on same size 
order is 20¢. American Map Co., 3 W. 
6lst St., New York 23, N.Y. 
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Valuable blending services available 
to Du Pont tetraethyl lead customers 


When the familiar yellow and green 
Du Pont tank car rolls onto one of 
your blending plant sidings, you're 
taking delivery of more than a ship 
ment of tetraethyl lead—for the 
services that go with it can be as 
valuable to you as the antiknock 
compound is to the quality of your 
gasolines. 

For example, if you’re planning 
continuous in-line blending of gaso 
line components, Du Pont men are 
ready to help you with their experi- 
ence. If you’re planning a more mod 
ern blending plant, our operations 
group will be glad to assist your en 
gineers in developing and perfecting 
its design. 

In addition, special services are 


available for blending plant con 


struction and operation, including, 
for example, 


blending plant personnel 
But comprehensive blending plant 


service is just one example of the 


many services available to Du Pont 


Better Things for Better Living 
. through Chemistry 


site selection and the 
training and medical examination of 


tetraethyl lead customers. Your 
Du Pont Petroleum Chemicals rep- 
resentative will be pleased to discuss 
them with you. For more informa- 
tion, contact him or write to E. I 
du Pont de Nemours & Co. (Inc.) 
Petroleum Chemicals Division, Wil- 
mington 98, Delaware. 


Tetraethyl Lead 


and other 


Petroleum Additives 





Premiums 
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STAINLESS FLATWARE is backed with DINNERWARE is printed with primrose PICNIC SET includes a plastic table cloth, 
complete promotion package campaign pattern. A 16-piece starter set in a dis plastic spoons and forks, paper plates, 
offered by supplier. If needed, supplier play box is retail priced at $3.19. Bulk cups, and napkins. Packed in a colorful 
will furnish posters, punch cards, hand- orders for premium use cut price about polyethylene bag, the sets are priced at 
bills, advertising mats. Ordered in quan- 50%. The pattern is open stock, so pieces $5.40 per dozen when ordered in quan- 
tity. 4-piece place settings are priced at may be ordered separately. Anchor Hock- tity. Central States Paper and Bag Co., 
59¢. Henry Phillips Co., Barryton, Mich. ing Glass Corp., Lancaster, Ohio 5221 Natural Bridge, St. Louis 15, Mo 


»t 
HUNTING KNIVES have black 
aluminum handles. Sheaths are available 
in black or brown 
Knife with 8'2-in 
a dozen: 9'4-in 


fiber and DESK SET holds a ballpoint pen; available 


JADE PLANT comes packaged in 
in a choice of 10 colors designed to ethylene bag with card label 
harmonize with telephone colors. Visible 
blade (top) costs $56 metal parts of set are goldplated. Unit 
blade knife (bottom) is price is 50¢ on bulk orders. Van Schaack 
priced at $60 per dozen. H. Boker & Co., Premium Corp., 310 MW 
101 Duane St., New York 7, N.Y Blvd., Chicago 6, Ill 


a poly 
The house- 
plant will bloom with pink flowers when 
kept in sunlight. Available from April 
through October only. Price is 12¢ each 
Washineton in lots of 100 or more. Orchids of Ha- 

wall, 305 Seventh Ave., New York Wir. 


embossed leather. 


SIGNAL LANTERN has swivel spotlight and 
warning blinker on swing arm. The unit 
operates on four standard “D” batteries 
(not supplied). Price is 80¢ each ordered 
in quantity. Minimum order is 72. Astra 


BRIDGE TABLE has a stainproof top meas 


VEGETABLE CUTTER and grater has a slid- 
uring 32 in. square. 


ing safety guard to prevent hand injuries. 
Package is a color-printed polyethylene 

bag. Price on quantities of 500 and over 
Unit price on quantity orders is $2.70 is 49'2¢. Shipment is made five days 
Trading Corp., 175 Fifth Ave., New York Bridge Tables and Novelties, Rogers St., within receipt of order. Bluffton Slaw 
10. N.Y. Lowell, Mass Cutter Co., Bluffton, Ohio. 


Legs are double- 
braced for rigidity and strength. Shipment 
is made 7-10 days from receipt of order. 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Lubricant sales will continue to rise modestly in 1960 and 
upcoming years, but not in pace with over-all petroleum sales. One reason: Auto- 
mobile uses are changing . page 185 


Market Outlook: The gloom in the gasoline market is lifting: Demand and 
trimmed refinery crude runs have thrown the price skid into reverse. And distillate- 
fuel prices are firm in an off-season page 186 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand 185 Market barometer 
Market outlook 186 Key crude oil prices 
Refinery /terminal prices 
STATISTICS Tank-wagon prices 
Petroleum indicators .. 184 Prices in 55 cities 
State gasoline consumption j NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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STOCKS NPN PRICE AVERAGES* 
muuions OF eas. _ OSE Refinery /Terminal 
siek- ‘ai Hes iis anon tans we 


(¢ per gal.) 


220-F 
200- Me. June May June 
ig ne 1960+ 1960 1959 
180-- GASOLINE * Gasoline 

160-+ (regular) 11.38 11.19 11.60 
Kerosine 10.82 10.82 10.93 
140-- Distillate 8.40 8.40 8.98 
120-4 DISTILLATE * Residual 4.74 461 4.64 
4 principal 

100 products 8.91 8.78 9.08 
s0-- Lube oil 24.34 24.24 21.53 
Crude at well 

OO Tieccdmetinnnnins ($ per bbl.) 2.88 2.88 2.92 





40-+- ° . a Te 

RESIDUAL * *Weighted average price, princi- 

20-+- pal markets. Crude prices middle 
0 | of month, not monthly average. 














ee Cee Tee i 
FM AMY A J tThrough June 10. 

















* Hawaii included from March "60 on. 


MONTHLY SUPPLY TRENDS 


Primary stocks (Last Day)* June 1960+ May 1960 June 1959 
Finished and unfinished gasoline aie bbl. " 207,935 210,713 196,078 
Kerosine (thous. bbl.)** ..... 5 i pebale ek ee 25,788 24,761 27,364 
Distillate fuel oil (thous. bbl. tt a 101,123 94,245 120,962 
Residual fuel oil (thous. bbl.) t+ oS eee 1.6.3) acoso a 3a 39,845 55,479 
Crude oil—B. of M. (thous. bbl.) 259,272 259,490 272,505 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) ..... 7,874 7,924 7,987 
Foreign crude included (thous. bbl. daily) ... 1,068 1,060 1,050 
% of refinery capacity operated 80.6 81.1 82.6 


Refinery Output 
Gasoline (thous. bbl. daily) teah aay afte 4,134 3,984 4,153 
Kerosine (thous. bbl. daily) 358 325 244 
Distillate fuel oil (thous. bbl. daily) ........ 1,769 1,714 1,792 
Residual fuel oil (thous. bbl. daily) ...... 842 871 915 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 6,775 6,808 7,083 
Crude oil imports (thous. bbl. daily) 1,050 1,033 1,205 


*Hawaii included beginning March 1960. 
tThrough June 10, except crude stocks June 4. 
**Includes commercial jet fuel beginning March 1960. 
+tIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY DEMAND TRENDS 


Latest Month 
Exports of crude and refined products (thous. bbl.).......... 6,562 (March) 
Average station gasoline price, ex tax (¢ per gal.) .78 (May) 
Service station sales—all commodities ($-million) (April) 
tGasoline consumption (million gal.) ....... (Dec. ) 
Passenger cars—domestic shipments (thous.) ; (March) 
Trucks and buses—domestic shipments (thous.) (March) 
Passenger car replacement tire shipments (thous. ) (April) 
Replacement battery shipments (thous.) .. (March) 
Ol burner shipments (thous.) .2 (Feb.) 


+Excludes Alaska and Hawaii. 
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Lube Oils: Still a Problem Child 


Demand is growing some, but not 
as much as other oil products 


ODEST GAINS are forecast for lubricant 

sales in 1960 and following years. However, 
lube demand will continue to lag over-all U.S. 
petroleum demand, and will not keep pace with 
general industrial growth. 

Oil companies are taking two steps to balance 
supply and demand for lubricants: 

e@ They are starting educational work to stimu- 
late greater use through established channels, par- 
ticularly automotive oils. They are also studying 
the possibility of research work to find new and 
even nonlubricating uses for the oils refiners man- 
ufacture. 

e@ They are making progress in bringing refinery 
output into line with current consumption needs. 
The over-all refinery yield of lubricants, expressed 
as a percentage of crude runs to stills, was 1.9% 
in 1959. In 1951, the year of peaklube-oil pro- 
duction, the over-all yield was 2.6%. 

Total demand for lubricants in 1960 is now 
estimated at 57.8-million bbl., a gain of 2.3% 
over 1959. Domestic demand will be 44-million 
bbl., 3% above 1959. Actual demand in the first 
quarter was 4.5% above the same period in 1959 
due to larger exports. Domestic usage was 2% 
larger. 

The total growth in the use of lubricants in the 
U.S. since 1955, including the forecast figures for 
1960, is less than 4% (see chart). By comparison, 
the growth rate in total petroleum product demand 
in the same period was 15%. The Federal Reserve 
Board index of industrial production in the U.S. 
rose from 138 to nearly 160 in the same period 
(the period 1947-49 is 100). 


The changing pattern in the use of lubricants for 





Manufacture of Lubricants 1951-1959 
(000 bbis.) 


Change % 98138" 
District 1951 1959 Bbis 


East Coast 11,261 7,754 —3,507 —31. 
Texas Gulf 20,653 21,098 + 445 + 2. 
La. Gulf 6,492 6,695 + 203 + 3. 

Total East and 

Gulf Coast 38,406 35,547 2,859 — 7. 

Appalachian 5,422 3,807 —1,615 —29. 
Ind.-Ill.-Ky. 6,026 . —1,524 —25. 
Okla.-Kans. 4,717 — 129 — 2. 
Other Inland 2,221 + 76 + 3.4 

Total Inland 18,386 —3,192 —17.3 
U.S. Except 

West Coast 56,792 
West Coast 4,697 

Total U.S. 61,489 


i 
1 
4 
8 
3 
7 


—6,051 —10.6 
+ 672 +143 
—5,379 — 88 
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How Lube Demand Compares with 
Demand for All Petroleum Products 


— Total Products: Billion bbl. annually 
Lubricants: Billion gal. annually 
4.0 eed hel gla ale ot Ah a aes ae ae 





3.5 U.S. Demand for -———, 
All Petroleum Products 

ed (bbl. annually) 

2.5 — U.S. Demand for — 
Lubricants 
2.0 (gal. annually) — 


1.5 
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automobiles is a major factor affecting future lube- 
oil demand, J. A. Coble, of Socony Mobil Oil Co.’s 
economics department, told the National Petro- 
leum Association meeting in Cleveland. Motorists 
today drive twice as far on a barrel of lubricants 
as they did 15 years ago. Currently, Coble said, 
there’s a trend toward realization on the part of 
the car manufacturers and car owners that more 
frequent attention to lubrication is true economy, 
even with the improved oils supplied today. 

The API has revised its drain-interval recom- 
mendation to 30 days in winter and 60 in summer, 
with a maximum mileage of 2,000 miles between 
drains. Practically all major oil companies have 
adopted it. 

Convincing motorists it’s to their interest to 
change oil more frequently, and providing the 
means for faster oil changes, could increase the 
volume of crankcase oil used. It would also offset 
some of the factors that will tend to hold down 
the growth rate of automotive lubricants, such as 
the smaller cars and new types of bearings. The 
market for industrial lubricants will continue to 
follow the growth rate of general industrial activity 
in the U.S., which is expected to expand at least 
through 1965. 

Nonlubricant uses for lube oils in the U.S. now 
create a market for about 7-million bbl. annually. 
Such uses include sprays for coal, road surfaces, 
industrial flotation applications, heat-transfer me- 
diums, rust preventives, industrial processing. Mar- 
ket studies by oil companies, large and small, 
could expand these uses of lube oils and find new 
applications, some authorities believe. 

Refinery production of lubricants in the U.S. 
has been reduced materially since 1951, the year 
of peak lube-oil output (see table). 





Market Outlook 





Gloom Turns to Glee 


O REVERSE AN OLD SAW: That which goes down can rise again. The 
gloom in the oil industry has lifted. Demand and trimmed refinery crude runs 
have thrown the price skid into reverse. 

The best showing is being made by gasoline. Prices in the interior moved up 
0.5¢ gal. by mid-June, and increasing seasonal demand could send them higher. 
Gasoline price wars have subsided in many areas, and narrowing of discounts at 
the Gulf may lead to price hikes this month. 

Distillate-fuel prices also are glowing with health in an off-season. Interior prices 
edged higher in mid-June, while at the Gulf, refiners began sharpening pencils 
with one eye on No. 2 cargo prices and the other on northern markets. Distillate 
postings were trimmed by Esso Standard and others in the East in a move that 
tended to reduce margins rather than lower net prices in large gallonage areas. 
This was viewed more as a protective device to hang on to “house” accounts. 

Prospects for an off-season distillate price boost in the East are termed good. 
One of most favorable factors is an inventory position lower than a year ago, 
which carries a psychological advantage. As long as the possibility of increases 
is inherent in the marketplace, off-season takings point up. 

Heavy fuels most surely will hold the spotlight in coming months. Interior 
prices are edging higher, and so-called “street” prices are inching up in many 
large gallonage areas. Under normal circumstances this would be viewed as 
a good market, but government controls have put the squeeze on many smaller 
marketers, virtually shutting them out. Even suppliers with import allocations 
fear shortages by August, and are putting customers on notice. It looks as if 
many oil-consuming utilities will be switching back to coal. 


Propane: Has Bottom Been Reached? 


LP-gas prices seem to have acquired a somewhat firmer floor in the spot market. 
A large reseller says his bid of 2.75¢ for 100 cars of propane has fallen on deaf 
ears. Sixty days ago he probably would have found it easy to fill this require- 
ment at an even lower price. Behind the firming trend, some say, is the fact that 
sizable stocks are needed to fill several new storage caverns, pipelines, and pipe- 
line extensions. One pipeline now nearing completion will require initial fill of 
750,000 bbl. 


Key Crude Oil Prices (as of sune 15) 


United States 
California Dealer T.W. Tank Car 


NPN Gasoline Index 


Wilmington, 31 gravity (cents per gal.) 


Texas 

4 West Texas sour, 36 gravity ....... 2.79-2.83 June 15 16.09 12.50 
id-Continent Month ago 16.81 12.25 
Oklahoma sweet, 36 gravity ....... 2.62-2.97 

Williston Basin reset Year ago 16.39 12.52 
North Dakota, 36 gravity ......... 2.47-2.87 

Pennsylvania Dealer index is an average of dealer tank wagon 


om fiat ; prices ex tax in 50 cities. 
Alberta i 
Pembina, flat 3 Tank car index is weighted average of following 


Venezuela wholesale markets for regular-grade gasoline, FOB 


ere heavy, FOB La Salina, 


at 
Middle East 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 


refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, California, Philadelphia, Jack- 
sonville, Boston and Gulf Coast. 
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Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


120 12.0 GRADE 
11.0 
10.0 10.0 





9.0 
8.0 


9.0 
8.0 


7.0 7.0 


CENTS PER GALLON 


6.0 6.0 
5.0 5.0 
40 4.0 
3.0 3.0 


YEAR 51 53 55 57 59 JFMAMJJASOND YEAR 51 53 55 57 597 JFMAMJJASOND 
1960 1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


4.60 4.60 
4.40 4.40 
4.20 4.20 
4.00 4.00 
3.80 
3.60 
3.40 
3.20 
3.00 
2.80 
2.60 


DOLLARS PER BARREL 


2.40 


1.40 

1.20 OVER CRUDE 1.20 
1.00 1.00 
80 .80 
60 60 


YEAR 51 53 55 57 59 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 1960 


ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 


— prices for crude oil, and four principal refined prod- Average prices for crude oil, and four eee refined prod- 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price "aal.*er . Hervsines Na Tn11,1-11,4 
Service, NPN‘s associated publication. Arrows "%,'ivlo---B mau 
indicate upward and downward movement of 371 

the price preceding the arrow. Prices as of 

June 17. Last previous listing: May 16. 


ker 
bunkers. ......$2.24 


Motor Gasoline ne tome 
99 oct. prem... . .14.254-16.25 
98 oct. prem... ..14.254-15.75 


Qui! Coast Cargoes— “J 
100 oct. prem... ..12-13.75 pea a tea. 1S 


125-13 
99 oct. prem... ..11.875-13.25 is 
98 T5278 60 oct. & below. .11.5,4-12.125 


Texas 
.14.5-15.75 
.14.5-15.25 
2.75-13.75 


.11.875-12.5 





Bunker 
. .15.625-16 25 oa LY icmantt ol 


ie ng . Boston, Mass, 
oe . ° a 
32211:8-15.7 = Kerosine, Wo. 1. 10, 110.6 


Mobile, Aia. 
Kerosine, No. 1. .10.9 

No. 2 fuel. ......10.7 
17.8 t 


fi % Diesel, 
= ees | aa 75 i unkers........$4.01 
A - | 
teen, 8, 6. Pee 
Prem. grade. .,..13.75-14.4 86 11.25 
Reg. 12-12.4 iweccele 


Kans. (For wes: Species only) 
vonettee a prem. . 
.-14. oc 
13.75 “e 


1112.12 
11-11. 
Detroit, Mich. , naa Bunker C, 
98 oct. prem... Of City bunkers... ....$2.39 
32 oct ee de. eis. 25 
te New Orleans, La. 
Heuston, Tex. 4 Kerosine, No.1, 10 
Prom. grade. . . 15. 45-16. 25 WN. No. 2 fuel. 9 
do barges....— 14-8 Rack: 
Reg. eee eld. 2-12.75 we 8, REI 
ioe 98 oct. prem... . .13.25 - san me oD No. 5 fuel.......$2.60 
12.25 : . + osama Ee No § fuel, no pa 
a + guar... ....3« 
me ame © 10:75¥-12.6 + vee te bates $2'10 
am Diesel, “unter at gl mes Be 
..13. 75-14. . wv. vy Diesel, 
_wus 22 13525W-15. Bunker C, bunkers.......$: 64 
“is 4-13.9 prem... ..12.25W-14.6 . Bunker C, 


88 oct. reg 11.25 ? ago, i. bunkers. ... .. ..$2.10 
84 oct. reg 10.75 6 


York Harber 
Tank Track (400 gel. or more & 
98 oct. prem... wees" \ iow” i No. 1. Dy ed 
88 oct. reg... -. -.17.8-17.9 


seeeeete 


oe rt on. 


Sap Franelsco District 
Tank Truck (400 or more) 
98 oct. prem... ..21.8-22.8 
88 oct. reg. 2 18.3-18.4 


Pa 
~17.8-18.7 
~14.5-16.2 


Distillates & Fuels 


Gulf Coast Cargoes 
pag | kero. .9-10 


8-9 
sed we 8, aoe 
oll .8.25-8 87: 


Savannah, Ga. 
Prem. grade 48-52 dl. g 


A-16.9 
Reg. grade 12.254-13.9 


--14.7-16.8 max 1% sulf....$2.45 
12.7-13.8 a“ ” 
Albany, WN. Y. 
kersie, No. 3. 


c. 
13.7-14.4 No. 
11.65-12.4 


Okla. (Okia. tees y- no sulf. guart......$2. 
99 oct. prem.....14.254-15.5 -41-¢. i .20 bunkers. .. .. $7.36 
91 oct. reg. 12.25A-12.5 Censtinte ea, 

i 1, .10, Diesel, Kerosine No. 1,. 11 
Sh See tes an) d v } ; No. 2 fuel ....108 
A. . 2 , Diesel 


99 oct. prem.. oof. ey oil, shore 
91 oct. reg. Centers. we = $85 10-2.20 plants........10.8 
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Okla. Group (Northern shpt.) 
42-44 w.w, 


ee 9.2N-9.8¥ 
oy tga a kerosine........9.125-9.625 
ve 


No. 6 fuel... ..$1.95 
New Mexico/W. Texas 
42-44 w.w. 

10, 5-11.25 


10.5-11.1 


%. 204-2.50 


ane (for Kan. destinations only) 
herosine. Ror 9.75-10 


“ pe 8.5V 
58 & above d.i. 
Diesel 


. 2 fuel. ......8.5 
No. 6 fuel. ......$1.90A-2.104 


Ark. (For shpt. to Ark. & La.) 
42-44 w.w. 





ompa, Fla. 
pany No. 1. .10.75-11.2 
No. 2 fuet 10.5-11 
0. 2 fuel 
$0.40 gravity toai 11: 25 


California—Les Angeles Dist. 
Rack: 
Stove dist. 
PS 100......... 8. 25-12 
H 4y-il 75 
11.15W-11.5 Heavy tuel 
"10. 15-10.5 PS 400... $2. 15-2.35 
Tank Car: 
kerosing. ......15.8 
Stove dist. 
) oye 8.25-15.3 
ee 7.75-13.8 


Light Dieel ws eo $4.14 


we we oe $2. 15-235 
Okla. (Okla. 
eat ew. ™ 


Tank Track (400 or more 
kerosine.......9.375-10 aa , 
58 & above d.i. kerosins .. ....19.3 
75-9 .625 Stove dist 
PS 100... . 0. 15.8 


PS 200... .. 14.3 
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San Francisce Dist. 
Tank Car: 
41-43 w.w. 
kerosine. . ....16.3 
Stove dist 
PS 100.........15.8 
Cpa tl 
Pea. -. $2.95-3.03 
P00. $2.40-2.58 
Tank Truck (400 
boo (400 gal. or more) 
kerosine. .. .. ..19.8 
Stove dist. 
PS 100........ 16.3 


PS 200... . 14.8 
Pacific Coast 
Ships’ bunkers, or deep tank lots 


Diet PS 200.-.$5.09 


Bunker C—PS 
Bac ucmnisenvate. I 


San Francises, Calif. 
Diesel—PS 200... $5.30 
Bunker C—PS 
Bicaimasceiatnll 
werd 

Diesel—PS 200.. $5.55 


Bunker C—PS 
400, $2.8 


Mexico 
Ships’ bunkers: US dollars per bhi 
168 thers 


Natural Gasoline 


Prices are to blenders on freight basis 

shown; shipments into tank cars or 

lines may originate in any wid. Continent 

district. Prices on basis of last sale oon 
otherwise designated. 


FOB y 
Grade 26- 
45¢ 


FOB Breckenridge, T 
Grade 26-70 o 


LP-Gas 


3.54 
Baton ‘a .. 4.625 


Lubricating Oils 


Penne Mesa 


aly, 
vis. at 100° 0-10 p.p. 


Gulf Coast 

Solvent Refined Oils f Mid- Con: 
tinent grade crude: FOB ship at Guif for 
export 

Bright Stock, vis. at 210 

150-166 vis. 

0-10 p.t. 95 v.L.. .26 

Neutral sendin 3 ws 86 v.i. 0-10 p.t. 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries fer 
domestic and/or export shipment. 


18-18.54 
18.5-194 
No. 
3-4 col... .19.25-20.25 
19.75-20.754 
20.25-21.25 


18-18.54 
18.5-194 


19. 25-2025, 
19.75-20.75 
20.25-21.25A 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


New York City 
Manhattan 


ot ee ee 
nao PPE 
One er 


ee tet ent et et ee Soe eh ed © 
LHp br aePhe: 
WmommDmonmwmun: —“wo 


*Com. cons. tc. prices ow higher. 
Taxes: NYC prices are ex Cad sales tax; S 
Discounts: Mobil Kerosine & Mobilheat—NYC 
of 800 gal or more. 





racuse prices ex 
| boroughs( & 


Ne 


1 
1 
1 
1 
1 
I 
i 
1 


i2:i 
12.1 


et et te Ld 
SSHSSS==NNEHSss: 5: 
Srongruan > . Be 

° 

+ SOOM eNN> 

. NEVA owo 


ad oe 

NSS: 
bat 

muons 


Kerosine tank 
clude taxes; kerosine taxes 
indicated in footnotes. Discounts, if 
shown in footnotes. These 
15, 1960, as a we by princi 
panies at their headq 
to later correction. 


$ 
8 


i fr 
rrist 
T9833 


j 
z 

+ 
at 

Ps 


- 
a 


woe: 
=> ao. 
ss 


indeed 
- 


. 
. 
. 


exam 


tt et oe 


Rr: oa ws: 
SGSGESS) 
5 8 BNO Coe 


SS=-SSe: wo: wo: : 


SEE: ES! ot wo! : 
> peeoen: weongruauag es: ne we ¢ 


a ae 
4 o 


nt 
ee dl ond 
er 
COwSSH-—SOovww 
cad intact nee 


> owe: eeSoe: 


— 
Seooece 


on 
i wwe Noam 


_— 
- =o: 


hg city sales tax, S08 
Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 


Atlantic 
Refining 


Philadelphia, Pa. 
Reading... 


it 
~ 


so sf= 
oe =! 


OOOO OH OOUNHUUNNOO RUMNOOOOOH HH He 
—_— 


Harrisburg 
acne 
amspo 
Pittsburgh 
Altoona 


- 
woe weeSSooovooooowoo 





Bufta 
Elmira... 
Rochester 
Syracuse... 
Baltimore, Md. 





— ee 


tO PM OO UH NOS OORUMNOWWWWHDMMAAD 
AOKMAinstoanm~ 

















- 
+ 
o 


*Fair-trade minimum service station price 
**Fair-trade minimum service station price 
tState and federal taxes only. 


Philadelphia...........esss0+ Abecsdbuvcatateckisscavetepeie 


Notes: Premium-grade t.w. prices 3. 


ri 


sia 


FATA SSE Ee 
* RRRRKSRSA” 


* wee 

+ oe « 

. ee 
pe 





NS? C1 > Se OT 


- 


_— 
_ ou w 

sees @ es 2 ¢ . ° ° 
Or SUIMSNMNOENNMW: + ° 


Heavy Fuels 
Neo. 6 No. 6 


9.0 7.45 


above regular. Kerosine—Penna. add i B 


for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 1 


gal, 2¢ for under 100 gal, 


190 


Esso 


Standard 


BSSGSS: SSS OFF 
war-wo-: arr =2, 


meth} 
sow: $2 8 


SuUowresns 





Spartanburg. . 
New Orleans, L 
Baton Rouge. . 
Alexandria.... 
Lake Charles 


we 
~ 


 3ee ae 


ashville 4. j 4 
Little Rock, Ark. 3. . . “4 
*Prices apply for kerosine only. 























Fuels 
Mo. 4 Fost her 6 Fao! 


Baltimore, Md. 
Washington, D. C. 1,050 gal minimum 

Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlan and Newark pros ate for deliveries of 300 gal 
or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular, 
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Indiana 
Standard 


Hae 





18.9 


Established tank wagon prices are shown below. Some 
temporary prices may be injffectin one or more localities. 








4 


(a) See below for prices on —? a ae (b) 14: <4 be gal — over. 
100-399 ©6400 — a wee “yan gal 1- mrt gal 
gal & over “a gal ia 


Chicago. 14.15 13.65 10.95 


100-174 
gal 


Min 
Milwaukee 


176-849 += 858 gal 
pal 


10.7 ‘. 2 10.55 $3 


Standard Furnace Oil 


100-349 
& over gal 


we bse 


350 gal 
& over 


i396 i3.9 


Taxes: St. Louis pasts tax includes 1.5¢ city tax. Des Moines kerosine & furnace 


oll fee 
be added, where ap; 


ue 2 state tax. State sales, occupation, consumer & use taxes to 


J Red - c. tw. prices at some points subject to varying discounts for 


Discounts: 
quantity deliveries. 


Continental Oil 


21.1 
19.2 
18.7 
19.5 
21.9 
23,7 
23.7 
23.7 


19.7 
22.2 


17.9 
17.1 
1.0 = (18.1 


10.5 15.9 


10.5 15.8 
10.5 15.6 


Taxes: Gasoline taxes include these 
city taxes; ieee LL & — 0.5¢; 
Santa Fe, Cheyenne , it 


Discounts: Sait Lake City & Twin 
rices a ya deliveries 
deduct 


Falls gasoline 
of less than gal; 
.5¢; 400 gal & over, deduct l¢, 


Notes: gl aga tw. prices 3.5¢ 
above regular. 


*Prices apply to dealers and consumers 


except Oklahoma points where consumer 
prions are I¢ higher. 


Texaco 


<iff 
fi 


Dallas, Tex. . 


16.4 
16.4 
16.4 
16.4 
16.4 
16.8 
16.4 
16.4 
16.4 
16.4 


a leeriant 
SSS SSS of 


Houston 
San Antonio. 
Port Arthur. . 


et rr 
ao eo oe tat Os 0 nt dot Od 
‘00 00 00 00 00 00 ~s 60 G0 08 09 Oo 


ot ee 
aa 
>> 
~ 
os 
> 


Gasoline taxes: 9¢ 
Notes: Prices are for min. 25-gal. de- 
lIveries. Gasotine—Premium-grade tw. 
rices 3.5¢ above regular. Kerosine— 
Prices apply to dealers & consumers. 


Kentucky Standard 


Kero- 
Gasoline ine sine 
T.W. Taxes T.W. 
Atlanta,Ga.. 169 10.5 15.9 
Birmingham, 
Ala. 12.0 15.8 


11.0 §=616.1 
Jacksonville, 
11.0 15.9 


Louisville, Ky. 16.7 1.0 16.1 

Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia l¢; 
Mississippi 0.5¢. 

Note: Current net prices may differ 
fromj those listed because of temporary 
local conditions. 


Tank Wagon Prices 


Standard of Ohio 





iff 
if 


ll nell coll cee eel 
aa PEAR 
WH OBWWNHwMNN 

soo nr feo tes nd eo pt od 
NM OCOSWNHGMN 


BSBBBBSIsBB 
CwoOwowwwwvwwvws 
POV 


ry —y-t-Y-t-T 1-1. 1-7 
—— 

ebabel 
ww 


et 
te 


ere 

Ban 

vaInw 
- 


15.5 


gery Nos. 1 & 2 Fuels—Prices are e for 100 ty or more; for 50-99 gal, add 
ii 1-49 al, add 2¢. a -grade prices: consumer tw. & s.s. 4¢ above regular, re- 
sellers 3. vy above regular. S.S. prices are at company-operated stations. 
*Summer discount of 0.5¢ on t.w. distillate sales. 


Standard 


of California 


8 


Prices are tank truck postings, ex{all taxes,"ap- 
ying for deliveries of gal _Of,,more;, see 
Bo for other deliveries. 


SESPERRESi 


Sait L take City, on 
Honolulu, Hawaii. . 
Fairbanks, Alaska. . 


g onabwenecwnee 
Or ewrwonoorun 
00 OO ~1 H 00M G0 00H ~ 


8 
co 


*Standard No. 2 Burner ‘Oil. 

Taxes: Honolulu—Diesel/Furnace oil price is ex 1¢ state tax; all prices are ex-Hawaiian 
gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deli 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
pe. except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
ess than 40 gal, add 5¢ eal, except at Honolulu add 5¢ for less than 40 gal to marine 
bry and less than 100 gai to shoreside trade. Chevron Supreme (premium) prices are 

gaih eg: than Chevron (regular) for quantity delivered at all points except Salt Lake 

ci. 3. a Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 1l¢ he less than 20 gal, 6¢ for_20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 

Diesel, furnace '& stove oils—Add to 400- -gal- ae -over price 5¢ for less than 40 gal, 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


(Prices are per imperial gal; to arrive at price per U. S, 
gal, subtract 1/6th.). 
Esso Furnace 


Esso Gasoline oi 
(Regular) (No. 2 Fuel) 


ne Oil 
Gasoline 
17.0 
17.0 
15.0 
16.0 


Kerosine 


Montreal, Que.. 
Toronto, Ont. . 


N MrNMNN 
NSSReSSVy 
WWOOMWwww 
et et tet pt tt ptt pt 
SOONN KK www 
ooooooococKe 


Vancouver, B. C. 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
*Subject to 1¢ gal special allowance. 








Sto fo Figure use our FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS, in 1000 STEPS. fe Deserintion on Request | 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regul 
in 55 representative U. S. cities on June 1, 


Dir. T.W. 


(ex tax) 
Average U. S. 


Manchester, N. H 
Burlington, Vt. 
Boston, Mass. 
Providence, R. | 
Hartford, Conn.. 
Buffalo, N.Y... 
New York, N. Y. 
PUL, Ws dhs pa'deelielsdeves 
Philadelphia, Pa.. 
Wilmington, Del 
Baltimore, Md.... 
Washington, D. C.. 
Charleston, W. Va 
Norfolk, Va 
Charlotte, N.C... 
Charleston, S. C. 
Atlanta, Ga....... 
Jacksonville, Fla. . 
Birmingham, Ala 
Jackson, Miss 
Memphis, Tenn.... 
Louisville, K 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind 
Chicago, lil 
Detroit, Mich 
Milwaukee, Wis. 


a 
_ 
- 
S 


ETee Or 
om Ne eee eee 


7 
ue 


at-grade (house-brand) gasoline, and taxes 
1960 NY 


as compiled by National Petroleum 
Ser. Sta. Tax Ser. Sta. 
(ex tax) (incl. 4¢ federal) (incl. tax) 
i-20.79 i-10.14 i-30.93 
17.90 11.00 28.90 
18.90 ll. 29.90 
22.40 2. 
17.40 
16.90 
18.90 


w 


i 


an. 
: 7 


Su S=Sss SS8se BS 
Ssses SSSese SFSS8 SSSes Ss 
Troe » ¢ 
BSSSBSsS HSSls Hesse SBSsRd VSaedt & 


SibSs Shas 


SSeS HHI Hs KSHxKsS KSSee ©SSS=— oS 


88888 88888 Sess 88888 Sssss sss 
SSSse S8ess Sesse sesss sszes ss 


ee del el 


News are shown below. Figures are in ¢ per gal; (i) and (d) indicate increase or decrease 
iN only motor fuel taxes levied as such. 


as compared with May 1, 1960. Tax col. i 


Twin Cities, Minn 
Fargo, N. D 
Huron, S. D. 
Omaha, Neb 

Des Moines, la. 


St. Louis, Mo. 

Wichita, Kans... ........ 
Tulsa, Okla 

Little Rock, Ark...... 
New Orleans, La. 


Sta. Tax Ser. Sta. 
(incl, 4¢ federal) (incl. tax) 


9.00 
10.00 
10.00 
11.00 
10.00 


e 
& 
—) 


SSeon 
8 
ae 


aod 


Dallas, Tex.... 
Houston, Tex. 

El Paso, Tex. 
Albuquerque, N. M. 
Denver, 

Cheyenne, Wyo 
Great Falls, 


RSNSLS nesBL SSB 


BSNR SNSLS RES! 
S SSSes S¥Sese SESS8 SeSSS SESE 


BI SSIKS SSRSB SVBSVs SLss 


€ sesses seees sseses sssss sess 


% 8888 88888 Ses8s8 Sess 


8 Seeee sszes Ss 


a 
S SaSeNS SISSS SSaa: 
RSRLSS 
et ee et ee 


a 
; 

ss 

> 

Ww 

uo 


*Includes 0.5¢ city tax. 
**includes 1¢ city tax. 
***Includes 1.5¢ city tax. 





AGA 
APPROVED 


The ASCOT gives a tant flow | 


HOT WATER 


INSTANTLY with 


ASCOT 


WALL-MOUNTED, TANKLESS 
GAS HEATER 


© Cuts operating costs 
e Builds extra business 





of hot water instantly — as you 


need it, no wasteful tank storage. | 


Saves floor space, can be wall 
mounted anywhere without rein- 
forcements or special platforms. 
You Save $75 to $100 on every job. 
You save again — every day in 
heating efficiency, low operating 
cost and long, long heater life. 


WASCOT 


GAS WATER HEATERS, INC. 


COAST: Equipco Sales, Ine., 1238 N.W. Glisan'St., Portlend <2 g 
A Radiation Company with offices in London, Sydney, Montreal and Milwaukee 
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Now is the time for 
oil marketing equipment and 
TBA advertisers who missed 
the 1960 NPN FACTBOOK 


issue to take steps 


(make notes, write memos, telephone, 


advise agency, do something) 


to see that it 
doesn t happen again 
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Coming Meetings 





JULY 


Iowa Independent Oil Jobbers Assn., oil- 
heat conference and trade show, Ft. Des 
Moines Hotel, Des Moines, July 12-13. 


AUGUST 


Hotel, Houston, Aug. 14-19, 


Intermountain Oi Jobbers Assn., annual 
meeting, Canyon Village Hotel, Yellowstone 
Park, Wyo., Aug. 26-27. 


New Mexico Petroleum Marketers 
annual meeting, Western Skies Hotel, Albu- 
querque, Sept. 11 (preceding NMPIC). 


New Mexico Petroleum Industries Com- 
mittee, annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 11-13. 


Missouri Petroleum Assn., Columbia Coun- 
try Club, Columbia, Sept. 12. 


API Marketing Division, lubrication com- 
mittee meeting, Hotel Traymore, Atlantic 
City, Sept. 14. 


Florida Petroleum Marketers Assn., semi- 
annual —, BR epsro Hotel, Miami 
Beach, Sept. 14- 


Western Petroleum Refimers Assn., Rocky 
Mountain regional technical-industrial rela- 
tions meeting, Henning Hotel, Casper, a 
oming, Sept. 14-15, ie 


National Petroleum Assn., annual 
Hotel Traymore, Atlantic City, Sept. 14-16. 


Ohio Petroleum Marketers Assn., fall con- 
ference and golf tournament, Netherland 
Hilton Hotel, Cincinnati, Sept. 20-21. 


Oil Trades Assn. of New York, annual 
summer golf outing, Westchester Country 
Club, Rye, N. Y., Sept. 22. 


Desk & Derrick Club, Sheraton-Cadillac 
Hotel, Detroit, Sept. 23-24. 


Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 25-27. 


Mississippi Oil Jobbers Assn. and Alabama 
Petroleum Jobbers Assn., fall convention 
and trade show, Buena Vista Hotel, Biloxi, 
Sept. 25-27. 


Independent Oil Compounders Assn., an- 
nual meeting, Hotel Moraine on the Lake, 
Highland Park, Ill, Sept. 25-27. 


Virginia Oil Men’s Assn., Hotel Roanoke, 
Roanoke, Sept. 28. 


OCTOBER 
Colorado Petroleum Marketers Assn., 6th 
annual convention, Broadmoor Hotel, Colo- 
rado Springs, Oct. 9-11. 


Tennessee Oil Men’s Assn., annual meeting, 
Andrew Jackson Hotel, Nashville, Oct. 9-11. 
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North Carolina Oil Jobbers Assn., Grove 
Park Inn, Asheville, Oct. 9-12. 


American Petroleum Credit Assn. and 
Assn. of Eastern Petroleum Credit Man- 
agers, annual meeting, Roosevelt Hotel, New 
York City, Oct. 10-12. 


API Marketing Division, marketing 
search committee, Baker Hots, Dallas, Ot 


Indiana Independent Petroleum Assn., fall 
convention and trade show, Hotel Severin, 
Indianapolis, Oct. 10-11. 


South Dakota Independent Oil Jobbers 
Assn., annual convention, Marvin Hughitt 
Hotel, Huron, Oct. 12-13. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 13. 


Empire State Petroleum Assn., Hotel Astor, 
New York City, Oct. 16-18. 


National Assn. of Oil Equipment Jobbers, 
annual meeting and trade show, Sheraton- 
Jefferson Hotel, St. Louis, Oct. 16-18. 


American Society of Mechanical Engineers 
and American Society of Lubrication Engi- 
neers, joint lubrication conference, Statler 
Hotel, Boston, Oct. 17-19. 


Fuel Merchants Assn. of New Jersey, annual 
meeting and trade show, Hotel Haddon Hall, 
Atlantic City, Oct. 18-21. 


Nebraska Petroleum Marketers Inc., an- 
nual meeting and trade show, Sheraton- 
Fontenelle Hotel, Omaha, Oct. 18-19. 


Independent Petroleum Assn. of America, 
annual meeting, Statler Hilton Hotel, Dallas, 
Oct. 23-25. 


Society of Automotive Engineers, national 
transportation meeting, Hotel Leamington, 
Minneapolis, Oct. 25-27. 


Oil Trades Assn. of New York, 45th annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 26. 


Assn. of American Manufacturers, 
Palmer House Hotel, Chicago, Oct. 27-29. 


National Grease Institute, annua 
meeting, Edgewater Beach Hotel, Chicago, 
Oct. 31-Nov. 2. 


Petroleum Packaging Committee, Packag- 
ing Institute, 22nd annual national packaging 
forum, Statler-Hilton Hotel, New York 
City, Oct. 31-Nov. 2. 


NOVEMBER 


Society of Automotive Engineers, national 
fuels and lubricants meeting, The Mayo 
Hotel, Tulsa, Okla., Nov. 3-4. 


National Oil Jobbers Council, Congress 
Hotel, Chicago, Nov. 9-12. 


API annual meeting, 


Marketing Division, 
Congress Hotel, Chicago, Nov. 14-16. 


»American Petroleum Institute, 40th annual 
meeting, Conrad Hilton Hotel, Chicago, Nov. 
14-16. 


> American Society of Mechanical Engineers, 
annual meeting, Statler Hilton Hotel, Nov. 
27-Dec. 2. 


Interstate Oil Compact Commission, West- 
ward Ho Hotel, Phoenix, Arizona, Dec. 5-7. 


> Oil TBA Group, annual meeting, 
Chase-Park Plaza Hotels, St. Louis, Dec. 5-6. 


Private Truck Council of America, Inc., 


fleet maintenance exposition, The Coliseum, 
New York City, Dec. 5-8. 


p>First Listing 





Empire State Petroleum Assn., Cornell 
University, Ithica, N. Y., July 25-28. 


Pacific Oil Conference, University of 
Washington, Seattle, Aug. 8-11. 


Illinois Petroleum Marketers Assn., 
Robert Allerton Park, Monticello, Sept. 
11-14. 


National Tank Truck Carriers, Pur- 
due University, Lafayette, Ind., Sept. 
11-14. 


South Carolina Oil Jobbers Assn., 
University of South Carolina and Wade 
Hampton Hotel, Columbia, Sept. 27- 
28. 


MANAGEMENT INSTITUTES 


Iowa Independent Oil Jobbers Assn., 
State University of Iowa, Iowa City, 
Oct. 17-19. 


Pennsylvania Petroleum Assn., Penn 
State University, University Park, Oct. 
23-26. 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, 
Nov. 10-12. 


Alabama Petroleum Jobbers Assn., 
Nov. 16-17 (place unavailable at pub- 
lication). 











NATIONAL PETROLEUM NEWS * July, 1960 





About Oil People 





Instructing a driver going to make fuel-oil deliveries, 
Mrs. Dorothy Burke emphasizes courtesy, cleanliness 


Popular among jobbers, Mrs. Burke has attended six man- 
agement institutes of Iinois Petroleum Marketers Assn. 


A Woman's Touch Pays Off 


Roses for the ladies and extra-clean uniforms—just a couple of things 


that mark the woman’s influence at Burke Oil Co. in Chicago 


A 30% INCREASE in business is proof that 
a woman’s touch can also be a Midas touch. 
At least that’s the way it has worked out for vi- 
vacious Dorothy Burke, a Mobil jobber in Chicago. 

Mrs. Burke is evidence of the power of a deter- 
mined woman—and a thinking one. 

It was 1951 when she took over the reins of 
Burke Oil Co. Her husband died and left her with 
two small children. Her business experience con- 
sisted of a year’s work as a secretary before mar- 
riage. Her knowledge of the oil business—nil. 

“I was scared, but I made up my mind to keep 
the company and run it by myself. I read trade 
journals. I asked questions—stupid questions—but 
got lots of answers. Everybody likes to give advice. 

“I used to sign my letters ‘D. V. Burke,’ hoping 
they'd think it was a man.” 

Mrs. Burke credits an Illinois Petroleum Mar- 
keters management clinic with starting her on the 
way to running a good business. “I learned how 
to manage, how to think creatively.” At last count, 





‘Dealers’ or ‘Managers’? 

“The service-station man shouldn’t be called a 
‘dealer,’ says Dorothy Burke. “If I had my way, 
he’d be a clean-handed business manager. When 
you realize the investment under his care you see 
that these are business men, not grease monkeys. 
Few other local business houses have as much 
entrusted to their managers. Let’s stop asking for 
mechanical experience on our employment forms. 
We need managers, not mechanics.” 
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the woman jobber has now attended six manage- 
ment institutes, even serving on the planning com- 
mittees. 

She is strong on jobber wives attending the 
clinics. “Women shy away from this business 
activity if they aren’t encouraged.” 


Roses on Valentine’s Day 


In bringing the “woman’s touch” to her business, 
Mrs. Burke sometimes startles her dealers. Take 
the time she planted begonia seeds in paper cups 
and then gave them away to customers. Or the roses 
that dealers are instructed to give to women motor- 
ists on Valentine’s Day. Or the pastel paint and 
wrought-iron furniture in the stations. 

Cleanliness is another strong point with the lady. 
“I want my fuel oil trucks clean on the street. I 
want my dealers and drivers in clean uniforms. 
Women in particular appreciate ciean stations and 
clean attendants.” 

It’s in community relations, perhaps, that Mrs. 
Burke shows the temper of her business mind. De- 
spite a tough schedule which sometimes sees her at 
her office until 1 a.m., she has time for a number 
of local activities. 

She’s secretary of the local Community Chest. 
She is on the board of Christ Episcopal Church. 
She is an active PTA member. And she supports a 
local Little League team. 

“It was an advertising session at a management 
clinic that showed me that a large telephone-direc- 
tory ad was unproductive. Instead, the money now 
goes into buying uniforms for the team, uniforms 
with ‘Burke Oil Co.’ on the back. 


“These community relations are important to 





US ROYAL AIRCRAFT HOSE 





IT TAKES ONLY ONE 


TO DEFUEL AS WELL AS REFUEL 


Airports are busy places, and the fueling crews are often 
as busy as the proverbial one-armed paperhanger. You 
are able to save them much time and effort by provid- 
ing them with the U.S. Royal Aircraft Refueling and 
Defueling Hose (P-5178) —the hose that relieves them 
of the need of one hose to fuel, and then switching to 
another hose to defuel. This brawny hose is carefully 
compounded to resist today’s aromatic fuels. The strong, 
three-braid rayon carcass resists high pressures and 


Mechanical Goods Division 





rough treatment. The tan, non-marking Neoprene cover 
is unaffected by the weather or by petroleum products 
and is resistant to abrasion. Available with static wire 
if requested. 

This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 

Get U.S. Royal Aircraft or any of the oil marketing hose 
from your Oil Equipment Jobber or write address below. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 


In Canada: Dominion Rubber Company, Ltd. 
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jobbers. Majors can’t do this. The name Burke is 
put across, helping the jobber keep his own identity. 

“There’s no more of this ‘D. V. Burke’ business. 
Folks like the idea of personally knowing someone 
who is part of the organization where they spend 
their money. The names Burke Oil Co. and 
Dorothy Burke are known where I live and where 
my business is.” 

In the nine years she has operated Burke Oil Co., 
the woman jobber has boosted its business by 30% 
—with more expansion to come. A fuel-oil busi- 
ness (three tank trucks) supplements the four serv- 
ice stations in Chicago’s Forest Park-Oak Park 


About Oil People 





section. Commercial accounts are on the increase. 


“I'd be happy to have more Dorothy Burke’s as 
jobbers,” says Mobil district manager Lynn Mc- 
Coskey. “She has done an outstanding job of pick- 
ing up her personal life and blending it with her 
business life. She has an unusually good business 
head for a woman. She does a good job of keeping 
both the Mobil name and her own before the pub- 
lic.” 

Fellow jobbers also speak well of Mrs. Burke, 
pointing out her steady attendance at the manage- 
ment institutes and her participation in the serious 
business of the Illinois association. ® 


Meet These New Association Presidents 





Long: He was ‘trapped’ 


L. K. LONG, 42-year-old president 
of the Texas Jobbers Assn., hopes to 
promote better communications be- 
tween all marketing segments in the 
Lone Star State. 

He believes better communications 
—‘from the supplier to the dealer”— 
would help answer a multitude of 
problems, such as the price wars that 
have long plagued Texas jobbers. 
There’s no blueprint yet on how Long 
and TOJA expect to improve com- 
munications, but he says that’s one of 
his primary goals. 

Long, who goes by “L. K.” to most 
people, won't tell everyone that the 
“L” stands for Linzel. He came to 
Texas from Missouri in 1941, and was 
“trapped” when he married a Texas 
girl who wouldn't leave her native 
state. 

He entered the oil business as a 
consignee, and nine years ago became 
a jobber. Today he has a combina- 
tion-brand operation, selling both 
Deep Rock and his own _ private 
brand, “El Kay.” 

The Longs have two boys 13 and 
9, and an 11-year-old girl. As a pas- 
time, Long says, he works. 


Forbes: He has three jobs 


CHARLES FORBES, 53-year-old 
president of the Petroleum Marketers 
Assn. of Texas, looks like someone 
you would pick as a leader in his 
town. And that’s just what he is. Be- 
sides being PMA’s president this year 
and operating his Humble Oil com- 
mission agency, Forbes is mayor of 
Georgetown, Tex. 

He can be expected, during his 
term in office as PMA’s president, to 
turn up at supplier company head- 
quarters quite frequently. Forbes feels 
very keenly that a better relationship 
between commission wholesalers and 
supplier companies is not only desir- 
able but necessary for both sides. As 
he puts it: “We need to iron out our 
problems and arrive at a common 
front.” 

The commission wholesaler, he be- 
lieves, must learn to see himself as 
“an integral part of marketing,” and 
suppliers need to look on him as such, 
too. 

There are many problems facing 
the average commission wholesaler 
today, Forbes says. But before such 
problems as “profitability” can be 
solved, he believes, there must be bet- 
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ter understanding of each segment. 

Forbes himself might be termed a 
typical agent. He has a 1.8-million- 
gal.-a-year agency in Georgetown, 
where he serves 14 Humble-branded 
stations. He used to have 40% of his 
total volume in farm business. That 
percentage has fallen off, and he now 
lumps his farm and commercial vol- 
ume together. Combined, they now 
represent about 20% of his total vol- 
ume. 

If you count the time Forbes spent 
as a lieutenant commander on a naval 
tanker supplying fuel to the fleet in 
the West Indies during World War II, 
he’s been in the oil business a long 
time. As it is, he’s been a marketer 
continuously since World War II. 

The Forbes have two boys, Charles 
Jr., 14, and Tommy, 11. 


O’Niell: Alert to opportunity 


W. MCKERALL O’NIELL, JR., 
new president of the Louisiana Oil 
Men’s Assn., dropped a career as a 
junior engineer to become a jobber in 
1952 because he needed money, and 
the opportunity looked good. 
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Known as “Mac” in Franklin, La., 
where he is owner and general man- 
ager of McKerall Oil Co. Inc., Shell 
jobbership, O’Niell has built his vol- 
ume to 7-million gal. a year because 
he is alert to opportunity. First, he 
recognized a chance to resuscitate the 
ailing company started by relatives in 
the 1920s. 

With drilling activity at a high level, 
O’Niell then went after the drilling- 
rig business as a good potential for 
diesel oils. Two years ago he formed 
the Berwick Bay Oil Co. Inc. to 
handle drilling-rig business, and that 
now accounts for a large portion of 
his volume. 

A native of Franklin, O’Niell went 
to Clemson and Tulane, finished up 
at Louisiana State in 1950 with two 
degrees (arts and sciences and chemi- 
cal engineering) and three children. 
After a year and a half with Sterling 
Sugar Inc., O’Niell decided engineer- 
ing would not support his growing 
family. So he turned to jobbing. 

At 34, Mac O’Niell participates in 
the diversified community activities of 
a jobber—Rotary Club, PTA, chamber 
of Commerce, Grace Presbyterian 
Church, and NOJC. The O’Niells 
(Mrs. O’Niell is the former Betty 
Morrison of Cutoff, La.) have six chil- 
dren: 13, 12, 10, 8, 6, 3. Mac likes 
fishing, golf, and bridge. 

“The big problem for wholesale 
marketers is the dealer problem,” says 
O’Niell. “There are too many stations 
for the market. It’s too hard for a 





NEWS NOTES 


W. Chalmers Burns, president and di- 
rector of Hartol Petroleum Corp., has 
retired after serving 40 years in the pe- 
troleum industry. R. R. Dean, president 
of Tennessee Oil Ref. Co. (formerly Bay 
Petroleum Co.), assumes the presidency 
of Hartol in addition to his other duties. 

Burns, 70, has been president and di- 
rector of Hartol since 1948. The com- 
pany, which is a wholly owned subsidiary 
of Tennessee Gas Transmission Co., op- 
erates under Tennessee Oil Ref. Co. 
Burns is a native of Pittsburgh, where 
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dealer to make a return on his money 
without long hours. Consequently, we 
are not attracting men with money; 
and we're not getting the quality we 
should have.” 

His objective? “LOMA has a good 
reputation in the industry,” says 
O'Neill. “I hope to maintain its 
standards.” 

Other officers elected for the year 
beginning July 1, 1960 are: Fred A. 
Palmer Jr., Gonzales (Esso), first vice 
president; William R. Ziegler, Houma 
(Shell), second vice president; E. J. 
Sullivan, Alexandria (Amoco), secre- 
tary; and Hulin Robert, Hammond 
(Amoco), treasurer. 


2 
Carpenter: Joe Smith is doomed 


JOE SMITH isn’t likely to be nomi- 
nated for vice president of the United 
States this year. At least not at the 


he received an engineering degree from 
Carnegie Institute of Technology. 

During the early years of his career, 
he was engaged in the engineering field, 
except for U. S. Army service during 
World War I. Later he became connected 
with the oil industry by serving as vice 
president, treasurer, and director of the 
Walburn Petroleum Co. 

In 1929 he became vice president and 
director of Richfield Oil Corp. of N. Y., 
and in 1935 assumed the presidency of 
the company, which he held until he 
joined Hartol. He has been a member of 
the general committee of the American 
Petroleum Institute’s division of market- 
ing since its activation, and is a charter 
member and director of the National 
Fuel Oil Council. 


W. C. Hildebrand, vice president of 
Tennessee Oil Ref. Co., will replace 
Burns on the Hartol board of directors 
and serve additionally as vice president 
of Hartol and director of its subsidiary, 
Atlantic Coast Terminals Inc. 


© 

Charles H. Burkhardt, acting managing 
director of Oil-Heat Institute of America 
since April, was named managing director 
of OHI, effective June 1, by the trade as- 
sociation’s executive committee. Burk- 


Republican national convention, be- 
cause “Terrible Terry” Carpenter, his 
sponsor four years ago (NPN)—Oct. 
°56 p210), won’t be attending this 
year. 

Terry Carpenter, private-brander 
from Scottsbluff, Neb., lost out in the 
May primary in his own bid for GOP 
convention delegate and gubernatorial 
nomination. Carpenter found himself 
with a fight on his hands, battling not 
only the opposition party but also 
Republican party leaders. These lead- 
ers said that if Carpenter got the 
nomination they would run someone 
by petition against him. 

Carpenter will go instead to the 
Democratic national convention. This 
doesn’t mean he’s gone back to the 
Democratic party (he was once a Dem- 
ocratic U. S. Congressman); he'll just 
be accompanying his wife, who is a 
delegate. 

“T just don’t see anything interesting 
as far as the Republican convention is 
concerned,” he says. He thinks Nixon 
will be nominated, but doesn’t believe 
he can win the election. He would 
support Rockefeller, but feels the New 
York governor “can’t buck Republican 
party machinery.” 

Carpenter’s present term in the Ne- 
braska legislature expires next January. 
He says he won’t run for office any 
more. “I’m 60 years old and I’m going 
to start to take care of myself. I'll still 
be active in politics, but not for my- 
self.” He has been in the state legisla- 
ture for the past four years. 


hardt was named as acting managing di- 
rector when Ralph Becker resigned the 
job at the OHI convention in April be- 
cause of ill health. 
Burkhardt will continue as national 
secretary of OHI’s distribution division. 
7 


Jess Knowles is 
retiring after serv- 
ing for 16 years as 
marketing vice 
president for Skelly 
Oil Co. 

Knowles started 
out with Skelly in 
the sales depart- 
ment 32 years ago 
at El Dorado, Kan. 
From there he was 
promoted to district 
sales representative, 
assistant division manager and division 
manager in Minneapolis. In 1937 he be- 
came retail sales manager at Skelly’s 
home office, and in 1944 became mar- 
keting vice president. 

* 

B. L. Ray retired June 1 as vice presi- 
dent and member of the board of manage- 
ment of Esso Standard division, Humble 
Oil and Ref. Co. Ray, who has served in 


Knowles 
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various marketing positions, has been with 
Esso for 40 years. (NPN—April, p222) 


Stott Willetts 


W. R. Stott and Herbert Willetts have 
been elected to the board of directors 
of the American Petroleum Institute. 

Stott, a vice president of Standard Oil 
Co. (N. J.), replaces Eugene Holman, re- 
cently retired chairman of the board for 
Jersey Standard. Willetts, president of 
Mobil Oil Co. and executive vice presi- 
dent of Socony Mobil Oil Co. Inc., re- 
places R. L. Minckler, senior vice presi- 
dent of Mobil Oil Co., Los Angeles. 


Green Morgan 


John W. Green, formerly assistant gen- 
eral sales manager for Texaco Inc.’s do- 
mestic sales department, is now in charge 
of that department. Green takes over for 
I. G. Morgan, who moves to Los Angeles 
as vice president and assistant to James 
T. Wood, Texaco’s senior vice president 
on the West Coast. 

Green joined Texaco in 1935 at Dallas 
after graduation from Baylor University. 
He handled various sales assignments 
there, and then moved on to hold several 
managerial positions in both the northern 
and southern regions for the company. 

Morgan, also a Baylor graduate, joined 
Texaco in 1931 in Houston. After serving 
as a retail representative and as assistant 
division manager, Morgan was named di- 
vision sales manager at Dallas in 1947. 
He became assistant general manager of 
the Pacific Coast division in 1953, gen- 
eral manager in 1959, and was elected 
vice president in January of this year. 


o 
Washington Oil Marketers Assn., head- 
quartered in Seattle, re-elected three of 
its officers and elected three new ones at 
its annual meeting. Frank Barksdale, Se- 
attle, was re-elected president; Paul A. 
Olson, western vice president; and Robert 
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“w west 303 Corp 


NEW OFFICERS of the Connecticut Petroleum Assn. are (1. to r.): James 
L. McIntyre Sr., Laurel Oil Co., newly elected treasurer; re-elected vice president 
William F. Briggs, Briggs Corp.; re-elected president William H. Wesson, W. E. 
Wesson Co.; re-elected secretary Abraham N. Alderman, Elm City Filling 
Stations. Congratulating them is Adam Rumoshosky, API marketing director, 
who was guest speaker at CPA’s annual convention in Hartford. 


Wolf, secretary. Ted Bolin was elected 
eastern vice president; James Dootson, 
treasurer; and Harvey Black, a member 
of the board of trustees. 

° 

Arthur O. Putnam, general manager 
and treasurer of Putnam Bros. Co., Houl- 
ton, Me., was presented a gold plaque 
to commemorate 50 years of association 
with his supplier, Gulf Oil Corp. Putnam, 
81, started out in 1910 with his brother 
selling Gulf products in their hardware 
store. Today Putnam Bros. Co. sells pe- 
troleum products through 125 service sta- 
tions and 13 bulk plants in six counties 
in northern Maine. Putnam has continued 
to direct the business all these years, 
though his brother has since retired. 

- 

Dale Wenke is now a Mobil con 
signee in the Casper, Wyo., area. He 
was with A. E. Chandler, Mobil distri- 
butor in Casper, for 19 years before it 
was recently acquired by Skelly. 

2 


Simon Dimet, president of Simon Oil 
Co., Niagara Falls, N. Y., has been award- 
ed the 1960 brotherhood award, Niagara 
Falls chapter, National Conference of 
Christians and Jews (NCCJ). 

Dimet, who came to the United States 
from Russia in 1916, was honored with 
the citation at a special dinner. It was 
the first time that someone in the petro- 
leum industry has received the award in 
western New York state. 

Dimet’s work with NCCJ and his con- 
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tributions to numerous community social, 
cultural, and civic causes without regard 
for color, race, or creed were praised in 
the editorial columns of the Niagara 
Falls Gazette. 

* 

Two new regional sales managers have 
been added to the marketing department 
of Delhi-Taylor Oil Corp. Edward J. Co- 
gan, formerly with the California Oil Co., 
is now northeastern regional sales man- 
ager, product sales division. Robert Bu- 
cher, previously with Skelly Oil Co., is 
now midwestern regional sales manager, 
chemical division. Cogan will be head- 
quartered in Syracuse, N. Y., Bucher in 
Dallas. 


— 

Russell D. Richardson, vice president, 
finance for Tidewater Oil Co., has retired 
after 39 years with the company. 

Richardson began his career in the oil 
industry as an accounting clerk at Tide- 
water’s Avon refinery in the San Fran- 
cisco Bay area. He later became chief 
refinery accountant, division controller, 
company controller, and company treas- 
urer. He was named a vice president in 
1958. 

James D. Willson, formerly company 
controller, succeeds Richardson as man- 
ager of finance. Previously finance vice 
president and director of Norris-Therma- 
dor Corp., Willson joined Tidewater in 
1959 as controller, a position which he 
will still retain. 


. 
The Oil Men’s Club of Greater St. 
Louis elected new officers. Paul L. 
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SEARCHLIGHT 
hy Jog gle], | 


sified Advertising 
EMPLOYMENT 


EQUIPMENT USED OR 


OPPORTUNITIES 


DISPLAYED RATE 


EQUIPMENT & BUSINESS OPPOR- 
UNITY advertising $17.75 per inch. 


EMPLOYMENT OPPORTUNITIES— 
$27.00 per inch, subject to Agency 
Commission. 


UNDISPLAYED RATE 
(Not available for equipment 
advertising ) 

$1.80 a line, minimum 3 lines. 
POSITIONS WANTED undisplayed rate 
is one-half of above rate, payable in 

advance. 
Box Numbers—Count as one line. 


Discount of 10% #f full payment is made 
in advance for 4 consecutive insertions. 





SALESMAN WANTED 


for Minneapolis-St. Paul area. 
Sell industrial oils to established accounts for 
major oil company. Salary, car, expenses. 
Write SW 4530 
NATIONAL PETROLEUM NEWS 
520 North Michigan Avenue 
hicago 11, Illinois 











Wanted: 
IDEAS AND PATENTS, 
ON SPECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 








FOR SALE 


1— 8000 Gal. Tank 8 x 22’—$750.00 

1— 11600 Gal. Tank 7’ x 35’—$1000.00 

1— 14000 Gal. Tank 9’ x 31’—$1250.00 
Horizontal—Excellent Condition 


Midwest Associates—P.O. Box 819 
Anderson, Indiana. Phone 7713 








BULK PLANT PUMPS 
1—-Blackmer 7—TriMotor, 100GPM. Mounted on 
bases with 3 Hp explosion proof motors and 
switches 

Viking 5 Hp motor & explosion proof 


Blackmer 3 HP 
switches 


motor & explosion proof 


H. L. TRIESTRAM 


1603 Nazareth Kalamazoo, Mich. 














ADDRESS BOX NO. REPLIES TO: Box No. 
ssified Adv. Div. of this publication, 
Send to office nearest you, 
NEW YORK 36: P.O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 





POSITION VACANT 


General Manager—Service Department, must be 
qualified to handle entire Service Department, 
light oil burners, large independent fuel oil dealer 
established 25 years on Long Island. Salary 
$10,000.00 plus benefits. P-4340, National Petro- 
leum News. 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 

For Sale or Lease, “two. new outlets in the 
growing Las Vegas, Nevada area. BO-4519, Na- 
tional Petroleum News. 


si a 


Anything within reason that is wanted in the 


field served by National Petroleum News and | 


Equipment can be quickly located through 
bringing it to the attention of thousands of men 
whose interest is assured because this is the 
business paper they read. 
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About Oil People 





Browne, Independent Oil Co., is presi- 
dent; K. A. Baker of J. D. Streett & 
Co. and Robert S. Mitchell of Shell Oil 
Co. are vice presidents, and Robert L. 
Burg, Roco Petroleum Corp. is secre- 
tary-treasurer. Grover Shropshire, 
Walter Dowell, Randolph Scott, Harry 
Williams, Karl Hammer, H. L. Shanks, 
and Don Anderson are directors. 


* 

Russell D. Norton of Tait-Maynard Fuel 
Co. succeeds Reginald K. Swett of Swett 
Bros. as president of Oil Heat Council 
of Western Massachusetts. Both are job- 
bers in Springfield. 

Others elected to office include G. Wal- 
ter Johnson of Northeast Fuel Corp., 
and Donald S. Tufts of Taft Oil Co., vice 
presidents; and Wilbur J. Hogan of Lib- 
erty Ice and Fuel Co., treasurer. Johnson 
and Hogan do business in Springfield; 
Tufts is located in Holyoke. 


Deaths... 


Harry B. Hilts, 
64, secretary of the 
Empire State Pe- 
troleum_ Assn. 
(ESPA), died May 
15 from a_ heart 
condition compli- 
cated by bronchial 
pneumonia. 

Hilts had been 
secretary of ESPA 
since it was found- 
ed in 1941. He was 
also chairman of 
the Petroleum Industry Research Foun- 
dation, which he founded in 1944. 

Active in petroleum industry affairs 
most of his life, he was a member of 
the National Petroleum Council and 
served on two of its special committees. 
A member of the American Petroleum 
Institute, he was also secretary of the 
National Oil Jobbers Council’s fuel-oil 


Hilts 


committee at the time of his death. 

A native of Baltimore, Md., Hilts en- 
tered the oil industry in the early 1920s 
as a heavy-oil salesman. In the late 1930s, 
he established his own petroleum distrib- 
utorship (Cities Service) in Long Island 
City. When he became ESPA’s secretary, 
he &bandoned direct oil marketing to con- 
centrate on oil trade-association activities. 

Hilts is survived by his wife Hazel. 


e 
Rowell A. Billups, 61, founder of Bill- 

ups Petroleum Co., died May 9 in Baton 

Rouge, La., following a heart attack. 

Billups began his career in the oil in- 
dustry in 1926 by opening a two-pump, 
24-hour service station in Carrollton, 
Miss. From this beginning, Billups and 
his two brothers built a company which 
now owns and operates a chain of serv- 
ice stations in 14 states along the eastern 
seaboard and throughout the South. 

At the time of his death, Billups was 
attending inauguration ceremonies for 
Louisiana’s governor Jimmie Davis. Bill- 
ups was to become a colonel on Davis's 
staff. 

Billups is survived by his wife Grace, 
a daughter, and two brothers, Guy and 
W. L. (Buddie) Billups. Both brothers 
are still part owners of the company, 
though only W. L. is active now. 

r 

Robert F. Harwick, 48, western region 
manager of Du Pont’s petroleum-chemi- 
cals division, died of a heart attack May 
19 while attending the API marketing di- 
vision meeting in Cleveland. 

Harwick joined Du Pont’s petroleum- 
chemicals division in 1950, and was made 
sales-promotion manager in 1952. Two 
years later he was appointed assistant 
manager of the division’s Gulf Coast re- 
gion. Later that year he was transferred 
to Akron, Ohio, as assistant manager of 
the company’s rubber-chemicals division’s 
sales office. He was made western region 
manager of the chemicals division in 
1956 

Before joining Du Pont, Harwick was 
a field editor for Oil and Gas Journal. 


DX SUNRAY Oil Co. has a new marketing management team headed by S. D. 
Breitweiser (left), former executive vice president and recently named president 


of the company. 


to the board of directors. The three 


Breitweiser succeeded 


R. W. McDowell, who was elected 


newly elected vice presidents are (I. to r.) 
N. B. Ingram, vice president of retail sales; 


Frank B. Fulenwider, vice president 


of products supply and transportation; and Floyd L. Miles, vice president of 
wholesale marketing. All three new vice presidents were general managers before 
their recent appointments by DX’s board of directors. 
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e Sign of Status: On a high-toned block of a Midwestern 
city, adorned with such signs as FURS BY ROBERT and 
COIFFEURS BY CHARLES, an Ad Age reporter spotted 
this one, on a service station: PETROL BY MURPHY. 


e Lay-Away Plan. “Speaking of bills reminds me of my 
wife,” says Bill Lee of AC Spark Plug. “We were going 
over our finances, and she disclosed an amazing fact. If 
we continue to save at our present rate, she told me, at 
retirement we will owe just under two million dollars.” 


NPN 


e Ask the Brain. Electronic computers can’t do every- 
thing, quite. One firm, experimenting with machine trans- 
lation, fed in the phrase “The spirit is willing, but the 
flesh is weak” for rendering into Russian. The machine 
whirred, clicked, produced the sentence in Russian. It 
was retranslated back to English this way: “The liquor is 
still good, but the meat has gone bad.” 


“Sure, they're phony, but it’d take a real Green Stamp expert to spot ‘em.” 


July, 1960 * NATIONAL PETROLEUM NEWS 


barrel 


“He said NOT to open it!” 


e To Macy, from Gimbel. One of the biggest fea- 
tures of the Sales Executives Club’s holiday party 
is the overwhelming list of valuable prizes, distributed 
by the usual lottery method. Lucky man at last winter’s 
session: Hal Jenkins, New York division manager of 
Mobil Oil. Lucky man’s award: a set of Atlas tires. 


“The salesman predicted they were 
due for a really big comeback.” 
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National Petroleum. News 


ADVERTISERS’ INDEX 


AC Spark Plug Div—-GMC 42-43, 137-139 
Acme-Hamilton Mfg. Corp. . 41 
Allen Electric & Equipment Co. 60 
American Can Co. 36-37 
Ascot Hot Water Heaters, Inc. 192 
Ashland Oil & Refining Co. 125 
Atlantic Refining Co. 44 
Autolite-Carter-Holley 112-113 


Blackmer Pump Co. 

Bowser, Inc. ; 

Brodie Co., Ralph N. 10, 2nd 
Brunner Div.—Dunham-Bush, Inc. 
Buckeye Iron & Brass Works 


Chevrolet Motor Div—GMC 
Chicago Vitreous Corp. ... 
Cities Service Oil Co. 
Columbian Steel Tank Co. 
Compco Corp. 

Continental Can Co. 
Continental Oil Co. 
Cooper Tire & Rubber Co. 
Crouse-Hinds Co. 

Crown Cork & Seal Co., Inc. 
Curtis Mfg. Co. 


Degree Day Systems 191 
Dill Mfg. Co. 70 


DuPont de Nemours & Co., Inc., E. I. 
35, 77, 181 


Eaton Mfg. Co. 13 
Electric Autolite Co. 52-53, 94-95 
Empro Products Co. .. 174 
Equipment Sales Co. 174 
Ethyl Corp. 1 
Ever-Tite Coupling Co. 9, 106 


Food Machinery & Chemical Corp. 40 
Fram Corp. .. 58-59 
Fruehauf Trailer Co. 102-103 


Gates Rubber Co. 

General Tire & Rubber Co. 
Gilbert & Barker Mfg. Co. 
Globe Hoist Co. 

Globe Union, Inc. 

Goodall Rubber Co 

Goode Co., W. B. 

Goodrich Industrial Prod., Co., B. F. 
Goodyear Tire & Rubber Co. 
Gorman-Rupp Co. 

Grinnell Co. 

Gulf Oil Corp. 


Habhegger Co., E. O. 
Hewitt-Robins 
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Ingersoll-Rand Co. 


Jones & Laughlin Steel Co 
Joy Co., Edward 


Kerr-McGee Oil Industries, Inc 


Lincoln Engineering Co. 
Liquid Controls Corp. 


McDonald Mfg. Co., A. Y. 
Mack Trucks, Inc. 

Marlow Pumps . are 

Metal Hose & Tubing Co. 

Mobil Oil Co., Inc. é 
Modern Metal Products Co. 
Morrison Bros. 


National Cash Register Co. 14 
National Petroleum News 68-69, 83, 192 
Neon Products, Inc. 115 
Neptune Meter Co. 6-7 
New England Petroleum Corp. 193 


OPW Corp. 


Patent Chemicals, Inc. 
Pepsi-Cola Co 
Philadelphia Valve Co 
Plasti-Line, Inc 

Pure Oil Co. 

Purolator Products Inc. 


Quincy Compressor Co. 


Raybestos-Manhattan Inc. 

Red Jacket Mfg. Co. 

Revere Electric Mfg. Co. 
Richfield Oil Corp. of New York 
Rockwell Mfg. Co. 

Rockwell Standard Corp. 

Rotary Lift Co. 


Schrader’s Son, A. 76 
Scovill Mfg. Co. 45 
Sinclair Refining Co. 116 
Smith Corp., A. O. 71-72, 4th Cover 
Standard Steel Works, Inc. 75 
Sun Oil Co. 111 


Texaco Inc. 140-141 
Tokheim Corp. 17-18, 31 
Tokheim Corp. 3rd Cover 
Tung-Sol Electric, Inc. 92 


Tyrex Inc. ; 66-67 


United Motors Service—GMC 
U. S. Rubber Co. 


Valvoline Oil Co. 
Vapor Recovery Systems Co. 
Viking Pump Co. 


Wayne Pump Co. 

Weaver Mfg. Co. . 

Wheaton Brass Works 
Whiteway Mfg. Co. ....... 
Wilson’s Sons, Inc., Wm. M. 
Wood Co., John 


CLASSIFIELD ADVERTISING 
F. J. Eberle, Business Manager 


Employmént Opportunities 
Business Opportunities 
Equipment 

Used or surplus new 
For Sale 
Wanted 





Regional Sales Representatives 


ATLANTA 3, 1301 Rhodes-Haverty Bldg., 
Raymond K. Burnet, Jackson 3-6951 
BOSTON 16, 350 Park Square Bldg., 
Dawson A. Rutter, Hubbard 2-7160 
CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bidg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 2100 Vaughn Bidg., 1712 Com- 
merce Street 
John Grant, Riverside 7-5117 
DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 
DETROIT 26, 856 Penobscot Bidg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash, Jr., Woodward 2-1793 
HOUSTON 25, W 725 Prudential Bldg. 
Gene Holland, Jackson 6-1281 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 
NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 
PHILADELPHIA 3, 6 Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 
SAN FRANCISCO 4, 68 Post Street 
Scott Hubbard, Douglas 2-4600 
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Up-grade your consumer accounts with this 


TOP PUMP VALUE! 


TOKHEIM MODEL 86-D 
ELECTRIC POWER PUMP DELUXE 


Other models available 


Smart merchandisers are finding they can in- the best. Handsome, weather-resisting, red 
crease gallonage to consumer accounts by up- enamel housing with bright metal trim; 14 
grading customers with Tokheim Electric gallons per minute delivery through a self- 
Power Pumps. These top value dispensers nail priming, rotary vane type pump. Tokheim 
down good customer relationships, encourage meter with horizontal counter, 10 feet of hose, 
larger volume; save by permitting larger drops, nozzle and many other features. Model 86-D is 
less service and maintenance expense. a Tokheim value through and through. Order 

With Tokheim Power Pumps to offer your a supply today and be ready for the big season 
customers, you can be assured they are getting just ahead. Call your Tokheim representative! 


SYMBOL OF EXCELLENCE 
General Products Division 
TOKHEIM CORPORATION . 
1650 WABASH AVE. FORT WAYNE 1, IND. OKHEIM 
GASOLINE PUMPS 
Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., AND ACCESSORIES 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 








4 PROGRAM 


for streamlining your operation 


& 


Bn stig MI Sw aan <n 


INCOMING METERS 


It's just as important to know the “ins” as the ‘outs.’ Smith-Erie “S" meters record 
every drop of product received ... head off unexplained losses right from the start. 


es 


LOADING RACK METERS 


You speed up loading and delivery time when you fill and measure trucks the Smith- 
Erie meter way — every gallon permanently accounted for. And for the ultimate in 
round-the-clock loading, investigate Smith-Erie key-stop totalizers. 


DELIVERY TRUCK METERS 


On the route, printed meter tickets provide a quick and accurate means of billing. 
Smith-Erie “T" truck meters give years of trouble-free operation . . . users report little 
or no maintenance. 


ACCURATE ACCOUNTING — PRINTED TICKET 


It’s the most important point because Le: 
only Smith-Erie mete e perfect ot 


auditors ...only Smith eters give < 

sustained accuracy long haul. A ) Sritten 
Ticket your opera efficien- AY A 

cies! Count on a Smith-Er eter sys- CORPORATION 

tem to cut liquid stock losses... speed up Smith- =... Dwision 

your delivery cycle... streamline your 

accounting. For more facts, contact your 

nearest representative or write direct. 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, III.; Houston 2, Texas; Los Angeles 22, Calif.; New York 17, N. Y.; 
Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. O. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 








